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Rough Proofs 


Maybe Irene Castle’s impressive do- 
mestic drama may turn out to be 
merely an audition for some alert ra- 
dio sponsor. 
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The most eloquent bit of copy now 
current appears over the signature of 
a Chicago loan company, which tells 
it all in one word: “Money.” 
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White collar workers can never de- 
cide whether their biggest worry is 
jack of money or a superfluity of 
credit. 


’ v.¥ 


Decentralize, say Southern govern- 
ors in their advertising to industry. 
Wonder what would happen if they 
addressed the same message to the 
government at Washington. 
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After all the mystery regarding 
that window display report of the Ad- 
vertising Research Foundation, it’s 
going to have to be awfully good. 
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With hosiery and sheets added to 
its towel line, Cannon can now pre- 
pare its customers for any crisis in 
parlor, bedroom or bath. 
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After witnessing the final series 
with the Giants, Cub fans are show- 
ing no more interest in the world’s 
series than the radio sponsors. 
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It's only three generations from 
shirt-sleeves to shirt-sleeves, and Jim 
White points out that the cycle from 
prospect to former customer isn’t so 
very long, either. 
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Advertisers are having a lot of fun 
making contacts with charming con- 
Sumers, but unfortunately most of the 
consumers won’t even know they’ve 
been contacted. 
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With both the American Legion 
and Fleischmann’s yeast coming to 
the rescue of the man over forty, Dr. 
Pitkin may begin to believe that 


some of us are catching up on our 
reading. 
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Laziness, damned by C. C. Parlin 
aS a nation’s curse, may be just an- 
Other way of describing the leisure 
added to women’s hours by our best- 
loved advertisers. 


vgy¥sy’ 


“Curiosity seekers,” as they are 
called in the quaint language of ad- 
vertising, are generally objected to, 


but a lot of those who come to scoff 
remain to Pay. 
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The perfect cigarette testimonial 

ng written by Martinelli, who insis- 
it never irritated his throat. No 

wonder, though—he never smokes. 
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a we down-hearted? No, replies 
il Wrigley, while announcing an 
*xtra dividend or two. 


Copy Cus. 


SUPER MARKETS 
PLEDGE HEARTY 
BRAND SUPPORT 


First Meeting Pays Tribute to 
National Advertising 


New York. Oct. 1.—Nationally ad- 
vertised brands were hailed this week 
as factors of basic importance in suc- 
cessful mass merchandising by super- 
market operators, food manufacturers 
and distributors who gathered here to 
complete organization of the Super 
Market Institute and to conduct an 
exhaustive symposium on present and 
future distribution trends. 

W. H. Albers, president of Albers 
Super Markets, Inc., Cincinnati, who 
attracted nation-wide attention a short 
time ago by coming to the defense 
of branded merchandise after the 
Kroger chain had attacked such 
goods, was elected first president of 
the institute. Other officers named 
were C. P. Cifrino, Supreme Markets, 
Worcester, Mass., vice-president; J. E. 
Grosberg, Grosberg-Golub, Inc., Sche- 
nectady, N. Y., secretary; John W. 
Matthews, Bull Markets, Inc., King- 
ston, N. Y. treasurer, and M. M. 
Zimmerman, publisher, Super Market 
Merchandising, executive secretary. 

Tracing the history of super mar- 
kets during the past decade, Mr. -Zim- 
merman reported that the early an- 
tagonism toward such outlets by both 
advertising media and manufacturers 
has largely disappeared and today 
“super markets have won recognition 


(Continued on Page 36) 


‘Woman's Day’ Is 
Title Selected 
For A&P Monthly 


New York, Oct. 1—Woman’s Day 
will be the title of the new monthly 
free-circulation magazine to be 
launched Oct. 7 by the Great At- 
lantic & Pacific Tea Company, E. P. 
Hanson, president, Stores Publishing 
Company, the chain’s publishing sub- 
sidiary, announced today. 

Two of the 215,447 entrants in the 
A&P’s $2,500 naming contest hit 
upon the winning title, and each 
will receive a duplicate of the first 
award of $1,000. Miss Mary New- 
burn of Chicago and Mrs. B. Jarvis 
of Detroit were the winners. Addi- 
tional awards made were 60 honor- 
able mentions of $25 each, and $500 
in prize money to managers of the 
stores at which the winners trade. 

Official consumer announcement 
of the winners is carried in the 
“A&P Menu,’ weekly magazine 
which will continue to appear on 
weeks that the monthly Woman’s Day 
is not published. The “Menu” will be 
retitled “Weekly Supplement to 
Woman's Day.” 
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PATMAN WOULD 
CONFINE CHAINS 
TO HOME STATE 


Druggists Hear of New Law 
to Help Them 


St. Louis, Sept. 30.—Wright Pat- 
man, the Representative from Texas 
who has crusaded so effectively in 
behalf of the independent retailer 
in the halls of Congress, has still an- 
other thunderbolt to hurl at chain 
stores, he told the 39th annual con- 
vention of the National Association 
of Retail Druggists which concluded 
here today. 

Congressman Patman will proba- 
bly push at the next session of Con- 
gress, he announced, a law making 
it illegal for any corporation to own 
retail outlets in any state other than 
‘that in which it is incorporated. 
This statement, coming in the midst 
of general jubilation over the pass- 
age of the Tydings-Miller bill, raised 
the enthusiasm of the druggists to 


Hon. Millard E. Tydings, sponsor 
of the national price maintenance 
bill which recently became law, also 
was on the program. 


Issue Is Defined 


“We have reached the stage in our 
campaign on behalf of independent 
business,” said Representative Pat- 
man, “when we should present a 
clean-cut issue to the American peo- 
ple. That issue should be: shall a 
corporation be permitted to engage 
in retail distribution in more than 
one state? 

“Every community, town and city 
has plenty of men who are able and 
anxious to conduct the retail distri- 
bution needed in that area. It is 
my belief that any business which 
can be satisfactorily operated by lo- 
cal folk should be preserved, as far 
as possible, for them, as opposed to 
absentee ownership.” 

(Continued on Page 35) 


fevergheat. Mail order houses which 

operate retail. stores also. would. -be- 
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affected. 


NEW LAW IN MIND 


wae Patman 


All Matwobks 
May Broadcast 
World Series 


Chicago, Oct. 1.—Though the office 
of Baseball Commissioper, K. . M. 
Landis has not yet abandoned hope 
that the 1937 world series, opening 
next Wednesday, will enjoy commer- 
cial sponsorship, the commissioner 
held a meeting yesterday with radio 
representatives to lay alternative 
plans. Unless a sponsor appears, the 
series will be made available to all 
networks on equal terms, with the 
commissioner, however, reserving the 
right to approve announcers and com- 
mentators. 

Ford Motor Company has aban- 
doned sponsorship of the series after 
carrying the program for’ three 
years. Ford is reducing its radio ex- 
penditures and also feels that an all- 
New York series is something of an 
anti-climax. 

A group of Standard Oil companies, 
offspring of the organization which 
was carved up by Commissioner 
Landis when he was a Federal judge, 
nibbled at the world series plum 
through McCann-Erickson as_ the 
agency, but finally decided to drop 
the proposal to air the series. 


Last Minute News Flashes 


natory price case, 


attorneys announced today. 


Detroit, Oct. 1—-Putting new 


New York, Oct. 


Lipton’s tea and tea bags. 
of the account. 


& Co. 


Goodyear-FTC Appeal Set for Hearing Oct. 5 

Washington, D. C., Oct. 1—Appeal of the Federal Trade Commission's 
cease and desist order in the Goodyear-Sears, Roebuck alleged discrimi. 
involving a $100,000,000 contract now terminated, will 
open in Federal District Court at Cincinnati next Tuesday, Oct. 5, FTC 


Fowler Named to Head G-M Diesel Advertisin<. 


emphasis on Diesel developments, 


Volney B. Fowler, General Motors Corporation Detroit office public rela 
tions director, today was named to a new post as director of advertising 
and public relations for Diesel divisions of the corporation. 


Young & Rubicam Appointed by Lipton Tea 


1.—Effective Jan. 1, Young & Rubicam, Inc., today 
was appointed advertising counsel for Thomas J. Lipton, Inc. 


, packer of 


Frank Presbrey Company has been in charge 


Stevens Named Pedlar & Ryan Art Director 
New York, Oct. 1.—Burton Stevens, formerly art director of Lord & 
Thomas here, joined Pedlar & Ryan, Inc., today in the same capacity. Prior 
to his association with Lord & Thomas, he was art director of R. H. Macy 


Druggists Air Combinations 


NARD APPROVES 
DEALS OFFERING 
A FAIR PROFIT 


Adopts Hands-Off Policy on 
Minimum Prices 


St. Louis, Sept. 30.—Bitter opposi- 
tion of the New York Pharmaceutical 
Association to combination deals un- 
der fair trade acts is not shared by 
the National Association of Retail 
Druggists, it was indicated at the 
39th annual convention of the latter 
here today. No formal resolution 
was adopted but floor opinion ex- 
pressed opposition to combinations 
only “if they do not allow a reason- 
able profit to the retailer.” 

The New York Pharmaceutical As- 
sociation takes the attitude that such 
deals, whether or not they permit a 
fair profit, are in contravention of 
the spirit of fair trade acts. The as- 
sociation has asked manufacturers to 
give them written assurance that they 
will avoid combination deals and a 
dozen have, with reservations. 


Opposed to Deals 


One manufacturer, whose viewpoint 
is said to be typical, wrote the New 
York organization that he has never 
used combination deals extensively 
and does not expect to do so unless 
the competitive situation forces him 
to adopt this strategy. The list of 
manufacturers given out by the New 
York organization included the 


‘names of Bauer & Black, Bourjois 


Sales Corporation, Conti Products 
Corporation, Club Razor & Blade Mfg. 
Corporation, Caron Corporation, Coty, 
Inc., Ex-Lax, Inc., Griffin Mfg. Com- 
pany, Eli Lilly & Co., Pacquin Labora- 
tories Corporation, Sharp & Dohme, 
Inc., Scholl Mfg. Company and 
World’s Dispensary Medical Associ- 
ation. 

Apparently alarmed by the advice 
of attorneys and of Senator Millard 
E. Tydings, of Maryland, co-author of 
the Tydings-Miller bill, who was on 
the NARD program Wednesday, the 
national association adopted resolu- 
tions disclaiming any desire to in- 
fluence manufacturers in establishing 
minimum resale prices under fair 
trade acts. The advisory fair trade 
committee which will be created to 
work with the Druggists’ National 
Fair Trade Board will not even be 
apprised of the retail prices estab- 
lished by any manufacturer, accord- 
ing to the resolution. This advisory 
fair trade committee, as previously 
reported, will be made up of one 
member from each of the 42 fair 
trade states. 

The Druggists’ National Fair Trade 
Board and the advisory committee, 
according to the resolution adopted, 
will confine themselves to making 
suggestions as to the form of the con- 
tracts issued by manufacturers de- 
siring to avail themselves of the right 
to establish minimum resale prices. 

This represents a recession from 
the views expressed at the recent na- 
tional fair trade conference in Chi- 
cago. While the platform adopted 
at that time urged that “retailers 
should refrain from all coercive meas- 
ures,” and “that retailers should not 
dictate or attempt to dictate resale 
prices,” sentiment of the meeting was 
that a little friendly advice would 
not be out of order. 
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Uphold Dealer 
Right to Bring 
Fair Trade Suit 


Hartford, Conn., Sept. 30.—Connec- 
ticut’s Fair Trade Act, enacted t the 
1937 session of the legislature, passed 
its first court test this week when 
Judge P. B. O’Sullivan of Superior 
Court here, issued a temporary in- 
junction to a retail liquor dealer en- 
forcing terms of the act against a 
competitor who allegedly was cutting 
prices. 

Application for the injunction was 
made by Edward Broff, owner of a re- 
tail liquor store in New Britain, 
against Gray’s Cut-Rate Liquor Store. 

Mr. Broff had a contract with the 
Sisson Drug Company, Hartford dis- 
tributor for Seagram-Distillers Cor- 
poration, in which he agreed to main- 
tain minimum resale prices on Sea- 
gram products. The defendants were 
not parties to the contract, but were 
affected because of the non-signer 
clause in the Connecticut act. 

Attorneys pointed out that the ac- 
tion is particularly important because 
if the decision is upheld it will not be 
necessary for the owner of a brand 
or trade-mark to sue for enforcement 
of the act. The dealer will be able 
to take action. 


Stops Agency Commission 

The Philadelphia Record has an- 
nounced discontinuation of advertis- 
ing agency commission payments on 
all retail display advertising. Con- 
tracts now in existence will be hon- 
ored up to their expiration if bills 
are paid on or before the 15th day 
following the last day of the month 
in which advertising appears. 


OMAHA BEE IS 
PURCHASED BY 
WORLD-HERALD 


Suspension Marks Further Prun- 
ing of Hearst Holding 


Omaha, Sept. 29.—The Omaha Bee- 
News, added to the William Randolph 
Hearst newspaper holdings nine years 
ago, was purchased this week by the 
Omaha World-Herald and suspended 
publication. 

The move involved no shifts in ma- 
jor executive personnel of the World- 
Herald which will take over the Bee- 
News subscription lists, it was an- 
nounced, and dispose of the plant. 

This further pruning of Hearst 
newspaper holdings marks an impor- 
tant sequence in a series which has 
embraced a number of major publish- 
ing shifts, beginning with discontinu- 
ance of the New York American last 
June. 


Rochester-Albany Shifts 


July 1 a deal was made with Frank 
Gannett whereby Mr. Hearst discon- 
tinued his Rochester Journal and 
Sunday American, leaving the Gan- 
nett newspapers alone in the Roch- 
ester field while the Gannett Knick- 
erbocker Press in Albany was com- 
bined with the Albany Evening News 
and the Hearst Times-Union, which 
had been published evenings and 
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The Winners 
Minneapolis Star “Quarter Million Dollar Contest” Among Advertiser- 
Congratulations to W. T. Tieman, Atherton & Currier, Inc., who won 
the trip to Minneapolis for the Notre Dame-Minnesota game. To 
Celia Weidlich, Powers Mercantile Company, winner of the contest 
among local advertising people in Minneapolis. 
Minnesota-Nebraska game at Lincoln. Neb. 


She went to the 


FIRST LADIES 


” ~THE witt OF THE 
GOVERNOR OF OHIO BOES A LUNCHEON-TABLE SETTING 


4 
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Governors’ wives of five states are fea- 

tured in copy for the new “Governor's 

Lady" line of The Gorham Company, 
Providence, R. |. 


Sunday, took over the morning and 
Sunday field. 

A fortnight ago, Mr. Hearst with- 
drew from Pittsburgh with purchase 
of the Pittsburgh Post-Gazette by 
Paul Block shortly after the Milwau- 
kee Sentinel, Block morning newspa- 
per, was purchased by Mr. Hearst 
and combined with the Hearst Wis- 
consin News. 

Another shift in direct Hearst con- 
trol of the vast newspaper empire 
occurred also this month when 
Eleanor Patterson, who has operated 
the Herald, Washington, D. C., like- 
wise leased the Washington Times 
from Mr. Hearst for five years. 

In a statement on suspension of its 
rival in Omaha, Tuesday, the World- 
Herald said operation of the news- 
paper had entailed “heavy and con- 
tinuous losses.” No statement was 
forthcoming on the amount involved 
in the purchase. 

The Bee-News was founded in 1871 
as the Omaha Bee by the late Edward 
Rosewater and following his death in 
1907 was continued by his son, Vic- 
tor. In 1920 the Bee was so to 
Nelson B. Updike, Omaha grain) mer- 
chant who also bought the Omaha 
Daily News in 1927, combining it with 
the Bee. The following year tune 
newspapers were sold to Mr. Hearst. 

A novel move was announced by 
the World-Herald in conjunction with 
its emergence as the sole daily in the 
Omaha field. The newspaper has set 
up a “Board of Accuracy and Fair 
Play,” including M. B. McNab, busi- 
ness manager, Gilbert H. Doorly, as- 
sistant managing editor, and Mrs. 
Nadine Bradley, women’s department 
director. 

“We are establishing the board,” 
said the public statement outlining 
policies of the newspaper, “so that 
any patron of this newspaper will 
have immediate access to responsible 
officials if they think they have any 
reasonable cause to complain.” 

Harry Doorly, publisher of the 
World-Herald, has announced that his 
paper will continue to distribute T'his 
Week, as in the past. The Bee-News 
formerly distributed The American 
Weekly. 


Perfumes to Kimball 


Molyneux Perfumes, Paris, has ap- 
pointed Abbott Kimball Company, 
Inc., New York, to direct its advertis- 
ing in the United States. Newspapers 
and magazines will be used. 


La Salle Extension to 
Open Letters Course 


La Salle Extension. University, Chi- 
cago, will open its lecture course on 
Better Business Letters Oct. 4 at 6:30 
p. m. in Chapline Hall, 9 W. Wash- 
ington street. The course will con- 
tinue through Dec. 20. 

Homer J. Buckley, president of 
Buckley, Dement & Co., will start the 
series. Other lecturers are Thomas 
Q. Beesley, National Council of Busi- 
ness Mail Users; John H. Sweet, pro- 
motion manager, Traffic World; Vic- 
tor Kleber; Arthur Brayton, Marshall 
Field & Co.; Allen W. Selby, Chicago 
Daily News; Virgil D. Angerman, 
publisher, Science & Mechanics; Alex 
Rogers, Libby, McNeill & Libby; Nor- 
man Ventriss, Western Paper Mer- 
chants Association; A. R. MacFarlan, 
United Autographic Register Com- 
pany; Stuart G. Phillips, Dole Valve 
Company, and Joseph M. Kraus, A. 
Stein & Co. 


NOW GOVERNORS’ 
WIVES MAKE BID 
IN ADVERTISING 


Gorham Gives State Setting 
To New Pattern 


Providence, R. I., Sept. 30.—Giving 
a new twist to testimonial copy and 
extending this type of promotion to 
the name of the product itself, Gor- 
ham Company has launched an ex- 
tensive campaign in which the wives 
of five state governors are featured. 

The new offering is the “Governor’s 
Lady” sterling silver pattern, and 
copy for the new campaign features 
table settings executed by the first 
ladies of the five states and carrying 
dominant photographs of the ladies 
themselves. 

Senators, congressmen, athletes and 
others in the public eye have high- 
lighted wide use of testimonials but 
this is believed to be the first time 
the usually retiring half of the state’s 
first political family has been massed 
in promotional prominence. 

One of the advertisements, for ex- 
ample, features Mrs. Martin L. Davey, 
wife of the governor of Ohio and 
carries the description, “Mrs. Martin 
L. Davey, the wife of the governor 
of Ohio, does a luncheon-table setting 
with the new ‘Governor’s Lady’ by 
Gorham.” 

Other governors’ wives featured 
are Mrs. Frank F. Merriam, wife of 
the governor of California, Mrs. Fred- 
erick P. Cone, Florida, Mrs. James V. 
Allred, Texas, and Mrs. George C. 
Perry, Virginia. 

Paul F. Donelan, Gorham director 
of advertising and sales promotion, 
said initial sales response to the new 
pattern has far exceeded expectations. 

Copy on the new campaign has been 
scheduled for American Home, Bride’s 
Magazine, Harper’s Bazaar, House 
Beautiful, House and Garden, Junior 
League, Town and Country, and 
Vogue. 

Ten newspaper mats and other 
merchandising aids have been pro- 
vided dealers for local tie-ins. 

Gorham also is placing national 
advertising behind its King Edward 
pattern and Gorham silverplate with 
the silverplate getting added promo- 
tion with a consumer offer of a wal- 
nut or mahogany console table priced 
proportionate to the quantity pur- 
chased. Under the plan, purchases of 
26 to 73 pieces may procure the table 
valued at $33 for $22, and with 74 
pieces or more the table cost is $16.50. 

To back Christmas season sales, 
Gorham is issuing a booklet, “Give 
Gifts of Silver,” featuring 132 silver 
items. This book is being supplied 
dealers for use in direct mail promo- 


Tootsie Rolls 
To Get Winter 


Copy Support 


New York, Sept. 29.—The Sweets 
Company of America, Inc., mak- 
er of Tootsie Rolls candies for 
over four decades, will continue ad. 
vertising throughout the fall and win- 
ter months for the first time in many 
years. The current campaign, run- 
ning in comic strips throughout the 
country, on car cards in 21 cities, 
and in about 20 children’s, pulp, and 
general magazines, will be carried on 
in its entirety. 

Previously, Tootsie Rolls have been 
looked upon in the trade as a sum- 
mer seller to substitute for chocolate 
candies which become soft and diffi- 
cult to handle in hot weather. To 
overcome this attitude, the company 
will maintain a year-round policy of 
merchandising. It was also said to- 
day by Raymond Spector, of the 
Franklin Bruck Advertising Corpora- 
tion, agency in charge, that the com- 
pany’s advertising appropriation for 
1938 will be increased approximately 
300 per cent. 


Sales Boosted 52% 


In connection with the announce- 
ment of the new fall advertising 
policy, it was pointed out the Sweets 
Company of America’s sales were up 
60 per cent in 1936 over 1935, and will 
run about 52 per cent over 1936 this 
year. The company’s sales curve has 
been progressively up ever since the 
company went under its present man- 
agement about a year and a half ago. 

Bert Rubin, president, who took 
charge at that time, introduced two 
new products—Tootsie Caramels and 
Tootsie Filled Pops—redesigned boxes 
to assure better display at point-of- 
sale, but retained the original label. A 
still larger variety of boxes will be 
added to the present group, it was 
said today, and two new products will 
be introduced next year. One in- 
novation will be the selling of a box 
of seven “Junior” Tootsie Rolls at 
five cents a box. Mr. Rubin is a for- 
mer box manufacturer who supplied 
the Sweets Company of America with 
its boxes under the old management. 
This is his first experience as a candy 
manufacturer. 


Latz in London 


Harry Latz Service, Inc., New 
York, has affiliated with a London 
direct mail office which will be known 
as Chadwick-Latz, Ltd., Publicity 
House, Bucknall and Oxford streets. 
The London company was formerly 
Amalgamated Publicity Services, Ltd. 


Hornbeck with Griffith 


Griffith Advertising Agency, St. Pe- 
tersburg, Fla., has appointed Clarence 
L. Hornbeck new art director, suc: 
ceeding Theo. E. Zeidler, resigned. 
Mr. Hornbeck was formerly with 


Florida Grower, Tampa. 
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PRACTICAL BUILDER 
dvertisers Hii. 


BUILDER readers select, 


recommend or cooperate in 
selecting bathroom and 


plumbing equipment 


they build on contract. 


ICAL BUILDER, 


CHICAGO 


*Survey will be sent upon request. 
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Bis two years ago we ran an adver- 
tisement headed “A Golfer Wouldn’t Putt 


with a Driver.” We repeat the substance 


of it because the argument applies more 


aptly today than ever before. 


. New 
London 
known 


solely | Does a magazine label convert a news- 


streets. 
yrmerly 


es, Ltd. paper feature section into a magazine? 


- Hardly — because the character and 
function of magazines and newspapers 
| are so clearly defined. 


Therefore, once more we say, a golfer 


wouldn’t putt with a driver for accuracy 


on the green, nor would he drive with a 


putter to get distance from the tee. 


*Hollywood’s 
Mr. Montague. 


Baltimore SUN @ Boston GLOBE @ Buffalo TIMES © Cleveland PLAIN DEALER 
Chicago TRIBUNE e@ Detroit NEWS e New York NEWS e Pittsburgh PRESS 
Philadelphia INQUIRER @ St. Louis GLOBE-DEMOCRAT e Washington STAR 


THE LARGEST CIRCULATION IN THE WORLD 


Applying this illustration to adver- 
tising—for distance from the tee—national 
coverage, no medium can function as 
effectively as magazines; but for sinking 
the approaches and putts, namely, inten- 
sive coverage of specific markets, nothing 
can equal newspapers. 

Added to this is the fact that the integral 
sections of newspapers, such as the roto- 
gravure picture and comic sections, are 
still tops. They not only rate highest with 
readers but have always demonstrated 
their power in gaining and holding circu- 


lation—the acid test. 


c= —weekl 


Color 


Y 


Boston HERALD e Buffalo COURIER-EXPRESS 
Chicago TIMES @ Detroit FREE PRESS e New York 
HERALD TRIBUNE e St. Louis POST-DISPATCH 


Additional or alternate papers 


Washington POST 


OF ANY GROUP 


OR 


MEDIUM 
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Tax Escape Bid 
For Advertising 
Scored by Hays 


Chicago, Sept. 27.—Urging that 
advertising be sold on its merits 
rather than as a means of escaping 
taxation, George O. Hays, vice-presi- 
dent and business manager, Penton 
Publishing Company, Cleveland, ad- 
dressed the Chicago Business Papers 
Association today. 

He said that suggesting expendi- 


should offer their space and service 
on the basis of giving 100 cents’ 
value for each dollar received. 

Mr. Hays predicted that the cur- 
rent stock market break will result 
in greater advertising activity to off- 
set any business recession which 
may be imminent. 


“Drapery Profits” Sold 


Drapery Profits, New York, has been 
sold to Clifford & Lawton, Inc., New 
York, and, beginning with the Octo- 
ber issue, it will be merged with 
Curtain & Drapery Buyer. 


KSLM Joins MBS 


To Wildrick & Miller 


Wildrick & Miller, Inc., New York, 
has been appointed by Wm. S. Pit- 
cairn Corporation to handle adver- 
tising of Royal Doulton China in the 
United States. Class magazines will 
be used. 


Rumrill Named 


Charles L. Rumrill & Co., Roches- 
ter, N. Y., has been named to direct 
advertising of Premier Mills Com- 
pany, Geneva, N. Y., maker of colloid 
mills and mixers. 


Conway Moves 


U. S. CHAMBER 
IN FIRM STAND 
ON ADVERTISING 


Washington, D. C., Sept. 30.— 
While the United States Chamber of 
Commerce believes food, drug and 
cosmetic advertising should be as 
truthful as labels, it deplores any 


TIES IN TRAILER 
OUR MUSIC STORE 


ON WHEELS 


Covers the Entire State 
WATCH FOR IT! 


John H. Conway, New York, ad- at ceili aie Pages 
tures for advertising merely on the/ gration KSLM, Salem, Ore., has be-| vertising representative, has moved | * ee le ct employment OF | May's Music Company, Albuquerque, 
ground that they will reduce taxes is|come affiliated with the Mutuai|to 18 E. 48th street. The telephone|@dvertising in the development of | |... \,unched a re-ular schedule of ap- 
a boomerang, and that publishers’ Broadcasting System. number is Wickersham 2-6786. markets. This statement was made pearsnces throughout the state for its 


nev ‘music store on wheels," with teaser 
newspaper copy paving the way. 


by the Chamber this week in reiterat- 
ing its stand on many national eco- 
nomic questions, in response to in- 
quiries received during the summer, 

“Any attempt by government au- 
thority to impose a censorship upon 
advertising would be an intolerable 
intrusion into private business,” the 
Chamber’s credo said. 

“The same truthfulness in adver- 
ising, with respect to foods, drugs 
ind cosmetics, should be required as 
‘n labeling of art cles to which fed- 
eral labeling laws apply. At the 
same time, the value of proper ad- 
vertising as an economical and effi- 
cient means of distribution should 
be maintained, and all attempts, leg- 
islative or administrative, to restrict 
it as a means for developing markets 
should be resisted.” 


The name Harvard, in the Boston tele- 
phone book, is attached impartially to the 


nation’s oldest university, an ash-can com- 


pany, a brewery and a fish market. 


$$$ The common denominator that links 
these strangely assorted activities is the 
universal daily problem of the overseers 
of the college, the brewing-company presi- 
dent, the can maker and the fish peddler. 


Fears Loose Powers 

The Chamber is concerned about 
the apparent trend toward discre- 
tionary powers, regarding them as 
particularly dangerous when applied 
to advertising. They should be 
granted in this field only to the ex- 
tent “clearly necessary for enforce- 
ment,” the Chamber said. 

The provisions of drug and food 
laws, as well as penalties for their 
violation, should bear a definite rela- 
tionship to the protection needed in 
the public interest. The Chamber 
believes that industry itself should 
be allowed to continue its progress 
toward standards of quality for all 
products to which standards can 
properly be applied. 

The Chamber believes that agree- 
ments designed to keep production ~ 
in proper relation to consumption 


$$$ It’s the need and necessity of making 


money. For whether men, businesses, or 


institutions be small or great, they sink or 
swim by the ability to make money. That 
is the final test. 


$$$ The 33,000 subscribers to The Wall 
Street Journal, and their 65,000 associ- 


ated readers, are manufacturers and mer- 


chants, bankers and insurance executives, 
stockholders and statesmen, trustees of 


museums, hospitals and foundations — 


- poeey are in the public interest, and favors ter 
men charged with the responsibility to | modification of the anti-trust laws to |]; 
ai Saal LL: ; make the legality of such agreements | jus 

irect wisely, manage skillfully, invest | cjear. The government should super- | Tk 
= _— vise such contracts, it thinks. 4 
safely — whether for themselves or for | "ane chamber stamped work of the py WI 
others. Federal Trade Commission as a sta- wc 
bilizing factor in honest business and | 
$$$ , ae , urged the FTC to continue its at- i 
Their ability to make money 1s the | tacks upon trade practices detrimen- | Wi 


tal to the public interest. It was 
somewhat less enthusiastic about the 
Robinson-Patman Act, urging that >” (ir 
the triple damage provisions be sus- f- 
pended until legality of the law has 
been determined by the courts. sul 


basic evidence of their business ability, 


and, for that matter, the best proof of their 


part in our whole business fabric—for a 


nation of money losers would be a sorry 


~ SOLAR SYSTEM REVISED 


mess, as dangerous as a whirlpool. 


$$$ The Wall Street Journal is the money 
makers’ newspaper, because it gives them 
—completely, accurately, quickly—the im- 
portant news of the day—without coloring, 
without bias, with the trivial and irrele- 


vant eliminated. 


$$$ On such news their judgment and de- 


cisions depend. They spend liberally of 
their time with The Wall Street Journal 


ue a to save time. 


J he morning MUST or the MONEY MAKERS 


aA 


Astronomers may doubt the scientific @& 
curacy of this celestial photograph. 
Wilson-Western Co. and their agency 
(U. S. Advertising Corp.) say it's 2 9% 
picture of the golfers’ sky. If you'd like 
to know how it was made, address you! 
inquiry to the Astronomical Depa 

of WESLEY BOWMAN STUDIO, INC: 
CHICAGO. (A dvertisemen) 
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THE MAN WHO OPENED HIS DAUGHTER'S MAIL" 
OR THE YOUNG HUSBAND WHO WANTED PRIVACH? 


sy 


True Story’s editors must think in 
‘terms of mass mind and mass appeal 
just as sales minded business men do. 
They’ve got to know just as you do 
_what will interest people and what 
/won’t. 

Editing the only magazine on earth 
with more than two million circulation 
bought copy by copy, issue by issue 
(in contrast to the usual circulation 
practice, where a year’s copies are 
subscribed for), True Story’s editors 
‘must be sure that every story, every 
word, every picture does its share of 
pulling the reader back next month. 
Else there can be no next month! 

__ That the popular appeal of True 
Story’s editorial content has been sus- 
tained for more than eighteen years— 
With current issues selling more copies 
On the newsstand than ever before— 
demonstrates how much these editors 

now about arousing people’s interest. 

Because advertisers, too, have to 

now how to arouse people’s interest, 
4 modest sample of 8 editorial 

nowledge has been compressed intoa 


ee 
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Human Interest Textbook entitled:“How 
To Get People Excited.” It contains 
60 different psychological situations 
which True Story’s editors have found 
effective (but not equally effective!) 
during the issues of the past 5 years. 
These situations are the monthly topic 
ofa regular departmententitled: “True 
Story Home Problems Forum”—and 
the problems of the man who opened 
his daughter’s mail and the young hus- 
band who had no privacy were two of 
them. The problems discussed in this 
department are particularly interest- 
ing because their relative effectiveness 
is so easily measured by the letters re- 
ceivedin responseto their presentation. 

If part of your job is writing or 
judging advertising, we'll be glad to 
send you a copy of “How To Get 
People Excited.” While, of course it is 
not really at all necessary to send us 
your guess of the proper rankings of 
the appeals listed on the coupon, we 
hope that you will do so, because a 
summary of the guesses of all our re- 
spondents might be of generalinterest. 


THE ONLY MAJOR MAGAZINE EDITED DELIB- | 
ERATELY FOR THE WAGE EARNER FAMILY > 
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CAN YOU RANK 
THESE APPEALS? 


The best pulled 10 times as big a response 
as the poorest. They were editorial matter, 
but they might have been somebody’s 


ADVERTISING 


Lillian and Ed, married 10 years, have saved $1,000. They 
ave two children. Lillian thinks insurance will safeguard 
for the family’s future. Ed believes a house in the country would 
be a better investment, as insurance may involve him be- 
yond his income. 


2 Amelia and Ned share the upper apartment of Amelia’s 
parents’ two family home. Ned, though fond of his in- 

laws, who are constantly in his apartment, at all hours, de- 

sires privacy where he and his wife may entertain for business 

and pleasure, independently of her family. His wife wishes 

to continue the present status of the home. 


3 Otto and Hilda differ on the method of disciplining their 10 
year old son. Orto thinks he should be punished severely 
for every offense, without explanation, since he does not want his 
son to grow up to be a pampered ne’er-do-well. Hilda pre- 
fersto bring her child up with understanding and tolerance. 


4 Michael insists that his daughter Enid, give up her friend 
Clyde. The daughter accedes to her father’s wishes. Re- 
cently, however, he discovers that she is corresponding with him 
and opens her mail. Enid objects, claiming her mail is her (| 
private affair. Father claims moral right to open her mail. 


g Before the crash Mark was a well known insurance agent 
and his wife Marion, socially prominent, had a fortune in 
her own name. They both lost their money. They have rented 
a small house and Mark wants his wife to entertain. In this way 
poume will remember him as an insurance agent and give him 
usiness. Marion refuses to entertain her friends for what ] 
she can get out of them. 


Ted and Alice, married before the depression, have lived a 
gay and extravagant life. Years of hardship followed and 
now they are ogee in fairly comfortable circumstances. Alice 
wants a child. Ted thinks it advisable to wait—thinks a 
car more of a convenience and necessity at the present time. 


Put YOUR Guess On This Score Card ... Mail it... win, lose or 
draw, you'll get the correct ranking, by return mail, in True Story’s 
new Human Interest Textbook entitled: ‘How to Get People Bx. 
cited.” If you peer right, we'll send you the mext 12 issues of True 
Story free, so that you can conveniently study at first hand the lessons 
its appeal have for advertising. 
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TRUE STORY, 122 EAST 42nd ST., NEW YORK, N. Y. 


It is understood that my personal guess will be kept confiden- 
tial, but that the summarized guesses of all your respondents 
will be sent to me when these summaries are completed. 

Please send your book ‘“‘ How To Get People Excited” with 
the right ranking for these and 54 other appeals to: 


Name 


Company. 
Address 


City State 
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14 Fair Trade 
Contracts Get 
Commission O.K. 


Boston, Sept. 30.—Fourteen more 
fair trade contracts were approved 
by the Massachusetts Fair Trade 
Commission, bringing the total ap- 
proved since the state law became 
operative Aug. 26 to 18. Most of the 
14 which have just received the O.K. 
of the commission have also filed 
fair trade contracts in New York and 
Illinois. 

They constitute, however, only a 
small percentage of the total num- 
ber of advertisers who have under- 
taken to maintain prices in New 
York and Illinois, indicating either 
that the Massachusetts Commission 
is moving with great deliberation or 
that many advertisers will test the 
permissive laws in certain markets 
before extending the plan to all. 


Informed by Adamo 


In an official bulletin to Massachu- 
setts druggists today, Martin E. 
Adamo, chairman of the commission, 
informed them that they are now at 
liberty to sign contracts of these 14 
companies with the knowledge that 


such agreements “are fair to the 
druggists as retailers and fair and 
reasonable to the buying public.” 

The 14 advertisers whose contracts 
have been approved are Weco Prod- 
ucts Company, Keefe Chemical Com- 
pany, Miles Laboratories, World’s 
Dispensary Medical Association, 
Parke, Davis & Co., Noxzema Chem- 
ical Company, Pepsodent Company, 
Universal Camera Corporation, 
Thomas Hollis Laboratories, Guer- 
lain, Inc., Zonite Sales Corporation, 
E. R. Squibb and Sons, International 
Cellucotton Products Company and 
National Distillers Products Corpora- 
tion. 


Welp Named Chairman 
of Exhibition Judges 


George Welp, advertising manager 
of International Printing Ink Corpo- 
ration, New York, has been named 
chairman of the judges for the third 
annual Exhibition of Design and Pro- 
duction in Printing, sponsored by the 
New York Employing Printers Asso 
ciation, Ine. The exhibition will be 
shown at the Hotel Astor, New York, 
Nov. 1-3. 

Other judges are Lucian Bernhard, 
type designer; Gilbert Farrar, typo- 
graphic consultant; Jules Boday, pro- 
duction specialist; Ruf Gonzalez, 
production manager, New York Her- 
ald Tribune, and Fred W. Hoch, 
printing engineer. 


SHIFT EMPHASIS 
TO GOODS, TERM 
SELLERS URGED 


Soft Pedal instalment Angle, 
Finance Heads Told 


Chicago, Sept. 30.—Although as- 
serting that instalment sales today 
are not out of line with sales in 
other channels and constitute no 
threat to sound business conditions, 
Henry Ittelson, president of Commer- 
cial Investment Trust, Inc., New 
York, told the convention of the 
National Association of Sales Fin- 
ance Companies that in the future 
more sales emphasis must be placed 
by manufacturers and dealers as 
well as finance companies upon the 
actual merchandise, rather than on 
the “terms” through which it may 
be bought. 

In a formal endorsement of shorter 
term financing, the association 
passed a resolution at its final 


HOME BUILDING 


MARKET 
And Ho Most Important Factor 


This is the title of a new, 16-page illustrated market study just 
released by the NATIONAL REAL ESTATE JOURNAL. A 
copy will be sent upon request. 


In addition to operative, or speculative, home building, real 
estate operators also build large numbers of store and 
apartment buildings. 


In regard to modernization, real estate operators are impor- 
tant buyers of building materials and equipment because of 
the large volume of this type of work they do in connection 
with the homes, stores and apartment buildings which they 
manage and maintain. 


NATIONAL REAL ESTATE JOURNAL 


Most Complete Coverage of the Real Estate Building Field 
PORTER-BEDE-LANGTRY CORP., Publishers 
139 N. Clark St. CHICAGO 


A.B.C. — A.B.P. 


NEW YORK 60 E. 42nd St. 


GIVES NEW FOCUS TO RAILROAD STORY 


ugh W. Siddall, chairman of the Western Transcontinental Lines, 
be ation of a new exhibit of the Assoctation of American Railroads at bs 
Union Station, Chicago, giving new emphasis to railroads’ industrial contributions. 


The additional 


“previewers” are from the Reincke-Ellis-Younggreen & Finn 
Chicago staff. 


——__ 


session today adopting standard 
terms for payments. This ealls for 
an 18 month limit on new and a 12 
month limit on used cars. 

Opinions also were given at the 
convention, which wound up teday, 
that action which has been taken by 
many companies in tightening instal- 
ment terms, will not constitute a sub- 
stantial barrier to sales and that 
such tightening may tie in favorably 
with price raises on products sold 
chiefly through time payments. Ma- 


'|jor speakers in addition to Mr. It- 


telson were Wilford L. White, chief 
of the marketing research division, 
Bureau of Foreign and Domestic 
Commerce; A. N. Benson, general 
manager of National Automobile 
Dealers Association, Detroit; Alfred 
Reeves, vice-president of Automobile 
Manufacturers Association, and Rob- 
ert Strickland, president, Trust Com- 
pany of Georgia. 


Hits Bargain Hunting 


“I think we are all in agreement 
that bargain hunting in merchandise 
is one thing, but bargain hunting 
for instalment terms must inevitably 
lead to unsound credit practices and 
a general lowering of standards,” Mr. 
Ittelson told the convention. 

Mr. Ittelson estimated the total 
outstanding consumer debt of all 
classes at two billion dollars, as of 
Dec. 31, 1936, which he said was less 
than 3 per cent of the Department 
of Commerce estimate for national 
income to be paid out in 1937. He 
quoted other statistics to back up 
his assertion that “the spending 
habits of the public are not out of 
line or incompatible with its saving 
habits.” 

Mr. White said that, while instal- 
ment credit sales in 1936 rose to 4.5 
billions, this figure was neither high 
nor alarming. He pointed out that 
instalment sales declined more, pro- 
portionately, from 1929 to 1935 than 
did retail sales, and increased at a 
greater rate from 1935 to 1936. In- 
stalment sales, he said, are still 
slightly lower, proportionately, than 
they were in 1929. 


No Federal Competition 


Admitting that there had been 
some accusations of governmental 
influence in the lengthening of in- 
stalment terms, due to the fact that 
governmental agencies were making 
loans for periods ranging up to five 
years in length, Mr. White said that 
with these agencies no longer in 
the loan market, such competition 
had vanished. 

“It is heartening,” he said, “to 
learn that definite steps are being 
taken to shorten terms.” He also 
urged a_ standardization of the 
amount of the down payment, carry- 
ing charges and length of contract. 


Awards Given for Rest 
Furniture Week Copy 


Silver trophies for the best furni- 
ture advertisements tying in with na- 
tional furniture week have been 
awarded by the Chicago Retail Furni- 
ture Association to John M. Smyth 
Company, downtown store, and Rus- 
nak Brothers, Inc., outlying store. 

The Merchandise Mart and Amer- 
ican Furniture Mart donated the 
trophies. 


Film Talent to 
be Groomed for 
Network Shows 


New York, Sept. 29.—Indicative of 
a substantial increase in the number 
and scope of Hollywood originated 
radio shows are the announcements 
made this week by four major mo- 
tion picture companies of plans to 
build their own radio departments. 

These departments, it is reported, 
will use the companies’ screen no- 
tables in building programs which 
will be available to commercial spon- 
sors. 

Loew’s, Inc., maker of M-G-M pic- 
tures, has taken the lead in this 
move with the announcement that it 
will supply talent for the General 
Foods Sales Company Maxwell House 
coffee show Thursday nights. 


week. It is also reported that 
Warner Bros. Pictures, Inc., will sup- 
ply talent for an American Tobacco 
Company, Lucky Strike show, tenta- 
tively titled 
Parade.” 


Paramount Pictures, Inc. and Twen- 


tieth Century Fox Film Corporation 
have also organized radio depart- 
ments. Sponsor tie-ups for these 
have not been announced. 


Absorene Uses Roto 


Absorene Mfg. Company, St. Louis, 
will use rotogravure sections in 
metropolitan newspapers this fall for 
H RH paint and household cleaner. 


ND 


— SERVICES | 


Op bus, 


National 
Mailing Lists 


Letter Press and 
Offset Printing 


Imprinting 
Form Letters 


Addressing and 
Typewriting 


Mailing 
Sampling 
Write today on your 


FR E company letter 


for your copy of THE INSIDE 
STORY OF DIRECT MAIL 
PRODUCTION. 


BUCKLEY, DEMENT & C0. 


1300 JACKSON BOULEVAR? 
MONroe 6100 * 


The | 
salaries for the talent to be used in © 
this show are said to total $25,000 a 


“Your Lucky Strike © 


—CHICAG? | 
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RVICES 


y on your 
letter 


Can you read 


the signs 
of the trawl? 


ALL WHO THINK TODAY are think- 
ing: What of the future? 


The wilderness is around us. It is a wil- 
derness of conflict and seeming chaos. 
But through this wilderness events are 
cutting trails to the future. 


Some of these trails lead on to bottom- 
less swamps. Some lead to mountain 
heights and some to pleasant valleys. 


These are the trails our feet must tread. 
We must choose them well. 


Japan is moving south in China, toward 
—what? In Spain the axe is hacking out 
a path to—liberty or death? John Lewis 
and his followers in the C.1.0.—is this 
the path of dictatorship or the American 
dream? Democrats fight the President’s 
court plan—is this a surface wound or a 
split in the party that will cripple it for 


the 1940 election? 
Can you read the signs of the trail? 


More than forty-seven years ago the 
weekly digest of events was born, be- 
cause the news had become so complex 
that no one could follow all the vital 
events. Today a weekly digest of facts 


alone, a mirror of events, is not enough. 


What do these events portend? In what 
direction are they moving ? 


What of the future? 


NEWSWEEK gives youan interpretation* 
— In economics, in politics, in science, in 
the great movements of our day. 


Born of the need of thinking men 
and women, thinking for the future, 
NEWSWEEK will help you read the 
signs of the trail. 


Newsweek 


THE MAGAZINE OF NEWS SIGNIFICANCE 


*On sale at newsstands...IOc a copy 
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ADVERTISING AGE 


Torture Wheel 
Is New Ally of 


Douglas Shoes 


Brockton, Mass., Sept. 30.—A du- 
plicate of a _ shoe-testing machine 
used by the United States Bureau of 
Standards to test the wearing quality 
of shoes has been made the keynote 
of the fall newspaper and magazine 
campaign of W. L. Douglas Shoe 
Company. 

One of the early problems of the 
agency was to find a name which 
would adequately describe the 
machine and its functions. Recalling 
a similar device on which culprits 
were sentenced to punishment several 


centuries before, Douglas named 
its new contraption the “Torture 
Wheel.” 

The introduction of the “Tor- 


ture Wheel” in copy and illustration 
is a departure from usual shoe adver- 
tising. The machine is not a thing 
of beauty but its attention getting 
qualities are obvious. Along with the 
“Torture Wheel” each advertisement 
carries reproductions of several cur: 
rent models of Douglas shoes, and a 
balance between the two elements has 
been maintained. 

The campaign is being conducted 


in Collier’s, The Saturday Evening 
Post, and in more than 100 daily 
newspapers in 78 metropolitan areas. 
The “Torture Wheel” is also the cen- 
tral theme of window displays in 130 
Douglas-owned stores. 

The Boston office of N. W. Ayer & 
Son, Inc., handles the account. 


“National Consumer 


News” Has Paid Copy 


Expansion of National Consumer 
News, monthly magazine which has 
been published for the past two years 
on an experimental basis, is effective 
with the October issue, featuring in- 
clusion of paid advertising for the 
first time. 

Included among advertisers are 
California Packing Corporation, R. H. 
Macy & Co., and Household Finance 
Corporation. 


Quinn Promoted 


R. E. Quinn has been named East- 
ern manager of Bruce Publishing 
Company, St. Paul, Minn. He has 
been with the company in the Mid- 
west and Northwest territory for a 
number of years. 


Gets Braniff Airways 


Braniff Airways, Oklahoma City, 
has appointed Ferry-Hanly Company, 
Kansas City, as advertising agency. 
Newspapers will be used. C. 
Tucker is account executive. 


C, | too 


LIQUOR BOARD 
CALENDAR BAN 
CALLED TRIBUTE 


Chicago, Sept. 28.—A tribute paid 
the advertising value of calendars by 
the New York Liquor Control Board 
received considerable attention from 
the Advertising Specialty National 
Association at a general sales meet- 
ing held today as a feature of the 
34th annual convention at the 
Stevens Hotel. 

The board took the viewpoint that 
calendars are too intimate a medium 
to be used by distillers and brewers, 
hence placed a ban on their employ- 
ment in these fields, C. N. Montanye, 
Gettier-Montanye, Inc., Baltimore, 
president of the association, re- 
ported. 

George E. Wood, Thomas D. Mur- 
phy Company, Red Oak, lIa., was 
elected president of the association 
at the annual meeting late this after- 
noon, 

Salesmen of specialties 
little technical 


possess 
knowledge, H. 


M. Messenger, Messenger 


Corpora- 


AND ITS PUBLICATION 


_™ steadily higher, year after year, 
automatic heat and air conditioning sales today 
have reached unprecedented altitudes. Par- 
alleling the upward progress of the industry it 
serves, AUTOMATIC HEAT and AIR CONDI- 
TIONING has also shown outstanding gains in 
both circulation and advertising. From a total 
distribution of 13,005 in September, 1936, the 
circulation of AUTOMATIC HEAT and AIR CON- 
DITIONING increased to 15,495 in September, 
1937 . .. a gain of 19.2% in a twelve month 
period. 

Because it is a prerequisite of each of these 
readers that he must offer definite evidence of 
being an active sales factor in the industry, the 
advertiser is definitely assured that each copy of 
AUTOMATIC HEAT and AIR CONDITIONING 
containing his sales message reaches a factor of 


matic heat and 


in this field. 


Inquiries for advertising rates, marketing statistics, or other per- 
tinent data concerning this industry and its publication are invited. 


major influence in the sale of his product. 
this fact is considered highly important by many 
representative manufacturers of automatic heat 
and air conditioning equipment is conclusively 
evidenced by the steady growth in advertising 
volume. An advertising gain of more than 41% 
was attained last year. 


If your product has an application in the auto- 


That 


air conditioning industry, your 


most effective selling opportunity lies in reaching 
the readers of AUTOMATIC HEAT and AIR CON- 
DITIONING ... the men who depend on this 
publication for their merchandising and engi- 
neering information . .. the men who look to 
AUTOMATIC HEAT and AIR CONDITIONING 
for guidance in selecting lines of merit. 
are the men you must sell to sell your product 


These 


aS 


Saale gir! righ or 
with a Better 


New Ward Baking Company poster gives an “inside” picture of the product. 
Edward R. Gillman was the artist. Lithography by Edwards & Deutsch Lithograph- 
ing Company, Chicago. 


tion, Auburn, Ind., said during the 
sales session. Many of their speci- 
fications reveal this lack of infor- 
mation and cause difficulties of all 
kinds in relations between the manu- 
facturer and the customer. 


Charge for Samples 


A resolution from the jobbers’ di- 
vision of the association asked the 
association to adopt the policy of 
charging for samples. This move 
was revealed, however, as an effort 
to eliminate printers from competi- 
tion with jobbers who devote all of 
their time and effort to sale of cal- 
endars, since the resolution provided 
that charges might be rebated to 
such jobbers. 

Sentiment among manufacturing 
members was that a charge should 
be made for all samples, regardless 
of the status of the company or per- 
son asking for them. One member 
reported that samples cost him 
$7,000 during the first half of 1937. 
One jobber asked for 25,000 samples, 
without any guarantee of the volume 
he would produce if the samples 
were forthcoming. 

J. S. Shaw, of Brown & Bigelow, 
St. Paul, asserted that advertising 
specialties are generally bought as 
a defensive measure and that an edu- 
cational campaign is urgently 
needed. Agencies are usually indif- 
ferent to samples, believing they 
play little part in the long-range suc- 
cess of an advertiser, he said. 

Brown & Bigelow have done much 
educational work among their own 
salesmen. Most of this has taken 
the form of analysis of the sales 
problems of various’ industries, 
which shows how specialties of some 
kind can be of help. The analyses 
are printed in the weekly house 
organ published by Brown & Big- 
elow. 


The Key to Sales 


One of the outstanding addresses 
of the meeting was delivered by J. 
MackKeever, Gerlach-Barklow Com- 
pany, Joliet, Ill. who said _ that 
the _faster tempo of modern 
times has created most. existing 
sales problems. Before the au- 
tomobile came into being, he _ re- 
called, salesmen had to spend 24 
hours in a town, because there was 
no means of getting out of it as a 
rule. This meant that they made all 
of the calls that should be made, in- 
stead of merely hitting the high 
spots, as at present. 

He said that salesmen must learn 
that they are merely working men 
and not prima donnas. He teaches 
his men that they should have their 
first order of the day by 10 a. m.; 
the second by noon; the third by 2 
o’clock and the fourth by 5. 


O’Crowley Resigns 


James F. O’Crowley has resigned 
as vice-president in charge of adver- 
tising and sales promotion of John 
G. Myers department store, Albany, 
effective Oct. 4, to join Heer depart- 
ment store, Springfield, Mo., as gen- 
eral merchandise manager. <A. H. 
McAllister, of the merchandising 
division of National Retail Dry Goods 
Association, has been named general 
manager of Myers’ store. 


Dein-Bacher Appoints 


Dein-Bacher, Inc., New York, fur- 
rier, has appointed Albert Frank- 
Guenther Law, Inc., New York, to 
handle its advertising. Newspapers 
will be used. Allan McLane, Jr., has 
joined the agency as account exec- 
utive. 


Anacin Puts Discs on 


8 Canadian Stations 


American Home Products Com- 
pany, Jersey City, has launched a 
three time weekly 15 minute broad- 
cast for Anacin, featuring Easy Aces 
transcriptions, over Stations CJCA, 
Edmonton; CK WX, Vancouver; CKY, 
Winnipeg; CJAT, Trail; CJKL, Kirk- 
land Lake; CFCH, North Bay; CKGB, 
Timmins; and CFCF, Montreal. 

The. stations were contracted 
through Weed & Co. Blackett-Sample- 
Hummert, Inc., New York, is the 
agency. 


P. P. Willis Denies 
Joining Air Line 

P. P. Willis, president, P. P. Willis 
Corporation, Chicago, has denied the 
published statement that he is liqui- 
dating his agency and joining Amer- 
ican Air Lines, one of the accounts 
he now handles. 

“Such a statement has never been 
authorized by me or by any of my 
associates,” the agency executive said. 
He did not deny that the American 
Air Lines account is being solicited 
by other agencies. 


Metcalf Appointed 


George T. Metcalf, Providence, 
R. I., has been appointed to direct ad- 
vertising of Andrews & Goodrich, 
Inc., Boston, manufacturer of venti- 
lating and drying equipment. 


READING around 
the WORLD 


Now and then, don’t you read a 
magazine or newspaper article 
that speeds up your brain and 
gives you ideas? 


But naturally you see relatively 
few magazines and newspapers. 


To prepare The DIGEST de- 
partment called, “Reading 
Around the World,” a_ large 
staff of editors must first read 
virtually every worthwhile 
magazine and newspaper of the 
civilized world. The cream is 
skimmed. Each article selected 
is condensed without changing 
its literary form. As a result, 
“Reading Around the World” is 
the essence current world 
thought. 


of 


Primarily, this department is a 
service. It is valued by busy 
men and women doing impor- 
tant work, who have limited 
time for reading but who must 
know everything that matters. 


But it would be a dull-witted 
person who could drop The DI- 
GEST before he had read every 
word in “Reading Around the 
World.” For it’s great reading. 
To enjoy The DIGEST is evi- 
dence of Brains, The possession 
of brains is indicative of earning 
power. About half a_ million 
people enjoy The DIGEST. 
ALBERT SHAW, JR. 


PUBLISHER OF 


The Digest 


REVIEW OF REVIEWS ecoporetng THE LITERARY DIGEST 


233 Fourth Avenue, New York CitY 


—— 
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The women of Oklahoma have created a market for the 
Gabrieleen method of permanent waving by demanding 


that beauty shops use Gabrieleen equipment. Steadily 


, Pa 
A . a eal é Gabrieleen has driven a wedge into this highly competitive 
y 7 y 3° g g 
" : market through advertising. 
e- & —_ ‘ 
1g : 
. - ency The women who responded so quickly and sincerely . 
- Gabrieleen S &g to Gabrieleen’s advertising messages are impressible— EG 
e ; ee 
‘ | Fi ds Oklahoma sensitive—susceptible. They belong to the great Oklahoma . 
ed 3 
ng | - a le” market that knows no old-fashioned taboos; to the people : 
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is , ond Times who abandoned near-ancient buying customs when they 
okl home : ° ° 
ia un & Oe > ad ” cdvertising agents came to Oklahoma and said, in effect, “Tell us about your 
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> Thi campaign ~ fo from y ; toe wot 
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Longer Summer 
Suit Season Is 


Haspel’s Goal 


New York, Sept. 30.—Announce- 
ment of the extension of the sum- 
mer suit lines manufactured by 
Haspel Bros., Inc., New Orleans, 
among the largest suppliers of seer- 
suckers and linens, to include trop- 
ical worsteds and mohair mixtures, 
was made today by Alfred J. Silber- 
stein, Inc., Haspel agency. 

This step is another indication 
that a new phase in the marketing 
of summer suits has been reached, 
according to Mr. Silberstein, and 
that a wider variety of styles and 
materials is expected by consumers 
who are also demanding a lengthen- 
ing of the season in which summer 
suits may be worn. Increased vol- 
ume of advertising of summer suits 
is also in the general picture for 
the coming year, he asserted. 

In line with this prediction, he 
announced that in marketing the ex- 
panded Haspel lines the company 
plans a national advertising drive, 
using the slogan, “Your Haspel Sum- 
mer Clothing Wardrobe” to promote 


“The Haspel Hight.” Copy is ex- 


Sweden to Learn 
Americans’ Likes 
New York, Sept. 29.— The 
Swedish government this week 
asked for a special survey to 
determine what Americans and 
Swedish-Americans would like 
to see and learn about Sweden 
at the New York World’s Fair 
of 1939. Working with M. L. 
Prindle, research director of 
Erwin, Wasey & Co., to make 
the survey will be Folke Sten- 
beck, Stockholm office of 
Erwin, Wasey; Bengt Ljung- 
berger, Swedish Export Asso- 
ciation, and Prof. Gerhard 
Tornqvist, of Stockholm. The 
report will be submitted to 
Sweden Nov. 1. 


pected to stress the idea that “one 
type of suit is not enough” and that 
“it is economical, as well as hygienic 
to wear a different suit every day.” 
Other suggestions to be made in the 
advertising will refer to the “smart- 
ness” of wearing a different type of 
suit for various occasions and the 
“healthfulness” of wearing a differ- 
ent weight of suit for varying sum- 
mer temperatures. 

Although definite plans in the field 


of consumer promotion have not 
been made, it is expected that the 
company’s already established lines 
of Lorraine seersuckers and Mark 
Twain linens will receive primary 
attention and that the former prac- 
tice of allowing 50 cents a suit for 
dealer co-operative newspaper adver- 
tising will be initially limited to 
these two specialties. 

It is being suggested to the trade 
to hold retail prices for seersuckers 
to their present level of $12.75, while 
a dollar mark-up to $14.75 is being 
advised for the Mark Twain linens 
The all-worsted tropicals will prob- 
ably retail at $22.50. Included in the 
Haspe! Eight are Lorraine seersuck- 
ers, Lorraine Bombay silk seersuck- 
ers, Lorraine silk and Eastman yarn 
fabrics, Mark Twain linens, tropical] 
worsteds, mohair mixtures, pure 
silks, and de luxe linens. 


Westheimer Named 


Missouri Apple Growers group has 
appointed Westheimer & Co., St. 
Louis, to direct a newspaper and 
radio campaign. An appropriation 
of $10,000 has been voted. 


Flanter Moves 
Adrian James Flanter, New York, 
promotion counsel, has moved to 48 
W. 48th street. The telephone num- 


ber is Pennsylvania 6-8448. 


McKee Promoted by 
Standard of Indiana 


R. C. McKee, editor of the two 
Standard Oil Company of Indiana 
house organs, Oct. 1 was named as- 
sistant advertising manager, succeed- 
ing N. H. Reed, who retires on an- 
nuity Jan. 1 after 23 years’ service. 

E. D. White, formerly advertising 
representative in the South Bend 
Standard office, takes over Mr. 
McKee’s editorial post. 


Oct. 23 Closing Date on 


Graphic Arts Entries 


The American Institute of Graphic 
Arts has set Oct. 23 as the final date 
for submission of entries in its an- 
nual Commercial Printing Display. 

Special stress is being placed this 
year on the publication advertise- 
ments classification, other groups in- 
cluding booklets, catalogs, and house 
organs, folders and broadsides, sta- 
tionery and forms, and display and 
novelty pieces. 


Hadley Lists Campaign 


The Hadley Company, Providence, 
manufacturer of wrist watch brace- 
lets, will run its fall and holiday con- 
sumer advertising in Collier’s, Es- 
quire, Fortune, Good Housekeeping, 
Harper’s Bazaar, Time and Vogue. 
Robert B. Jones, Providence agency, 
handles the account. 


prospects mey 
‘pass 


Do people who want your product buy a sub- 
stitute? They may do so if they cannot easily 


you by 


locate your dealers. 


This is one loss you can combat—when your 
trade mark and local authorized outlets are listed 


in Classified Telephone Directories. 


Let us show you how this service can make 
your advertising more productive, just as it is 
doing for such concerns as Barrett, Insurance 


Company of North America, Willard, Carrier, 


Packard. 


Trade Mark Service Division, American Tele- 
phone & Telegraph Company, 195 Broadway, 
New York (EXchange 3-9800) or 311 W. Wash- 
ington Street, Chicago (OFFicial 9300). 
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KEYED TO MATCH 


New Amity Leather Products Company 
billfold, addressed to the luxury market, 
carries a key case to match. 


MEN SPECIFIED 
NEW BILLFOLD, 
AMITY MADE IT 


West Bend, Wis., Sept. 30.—Con- 
sumer research which unearthed 
some surprising facts about what 
men like and dislike in billfolds pro- 
vided the foundation for both manu- 
facturing and advertising of the “Di- 
rector,” a new product of Amity 
Leather Products Company. Life and 
Saturday Evening Post will be used 
in a campaign which has just started 
and will continue through the holi- 
days in order to capitalize the gift 
season. 

R. C. Freitag, advertising manager 
of the company, said that the survey 
indicated that virtually every man 
carries a billfold, the exact percent- 
age being 86. Most of the billfolds, 
however, are not bought by the car- 
riers, but are gifts. Wives ranked at 
the top in presenting their husbands 
with billfolds, sweethearts usually 
going in for more sentimental offer- 
ings and being far down on the list 
as far as this product is concerned. 

Most men, the survey’ showed, 
carry three or more cards in their 
billfo'ds, the record being held by 
an elderly gentleman who had no less 
than 18 safely stowed away for refer- 
ence. Most of the men interviewed 
reported that a price of from $5 to 
$7.50 not only would not deter them 
from buying, but would be preferred 
to lower tariffs. 


Ideas on Construction 


The following construction features 
were sought by the men interviewed: 

Genuine leather for longer wear, 
thin, flexible construction, place to 
carry spare car and house keys, iden- 
tification card pocket, roomy Dill 
compartment, secret pocket for large 
bills, reinforced edges, a pocket for 
other cards, simple design without 
gadgets and light weight. 

All of these features were incor- 
porated in the “Director,” leader of 
the line, selling from $3.50 to $15, 
according to the leather used. Many 
choices are available. 

The campaign is said to represent 
first use of full pages for such a 
product. Henri, Hurst & McDonald, 
Chicago, is the agency. 


If you sell 
COMFORT 


@ © © be certain that your New York 
advertising reaches people as inter 
ested in well-being and relaxation 45 
they are in activities. The Sun’s aud- 
ience is made up of New Yorkers wh? 
not only want comfort in all its forms 
but have the means to enjoy modem 
comfortable living. 


The =e Sun 
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“Youre Up, Business!” 


If Management must learn Labor’s 
needs, it is equally true that Labor 
must be taught Management’s prob- 
lems. And today—now— Business is 
at bat. Tell your story to your own 
workers, to the waiting American 
public. Tell it to your sales organi- 
zation...customers...stockholders... 
employees. Tell it openly—honestly 
—consistently. The most effective 
and powerful means for presenting 


Listen to the ‘‘ Magic Key of RCA”’ 


America, in a million 
stands, is looking for 
a hit. We suggest you 
pick the bat marked 
“Radio— over NBC 
Networks” 


every Sunday, 2 to 3 p.m., E.S.T., on the NBC Blue Network 


National Broadcasting Compan 


A RADIO CORPORATION OF AMERICA SERVICE 


your industry’s aims is Radio—by all 
odds. Over NBC Networks. For Ra- 
dio is the one medium which is invited 
into 24,500,000 American homes, 
every day of the year. Its use reduces 
the whole question of personnel 
management to the simple relation- 
ship between two men—the em- 
ployer and the employee. America’s 

_ packed stands are waiting—watch- 
.  ing—listening. Business, You're Up! 
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Selling Industry to the Public 


Charles McDonough, advertising 
manager of the Combustion Engi- 
neering Corporation, urged the Na- 
tional Industrial Advertisers Associ- 
ation at its recent Chicago conven- 
tion to sponsor a national advertis- 
ing campaign, involving a possible 
expenditure of $5,000,000, for the 
purpose of presenting to the public 
the facts about business and _ in- 
dustry, to offset attacks which have 
been made upon the American sys- 
tem of economics in recent years. 

This is a splendid idea, and if it 
can be successfully developed it will 
do much to convince workers and 
the general public that the greatest 
hope of the country for a _ stable 
prosperity is to be found in the con- 
tributions of business and industry 
rather than those of a purely polit- 
ical character. The time is ripe for 
the use of aggressive advertising in 
which basic facts concerning the 
personal interest of every citizen in 
the maintenance of freedom of pri- 
vate enterprise and initiative can be 
driven home. 

It may be difficult to organize a 
campaign on this scale, but steps in 
that direction can be taken. In the 
meantime, however, each individual 
manufacturer can set the stage for 
a national presentation by selling in- 
dustry to his own local public. Many 
companies have been working quietly 


but effectively in their own com- 
munities, making their people con- 
scious of the part which industry 
plays in the life of the city and the 
foundation which it lays for sound 
business and civic development. 

Discussion at the NIAA confer- 
ence at which Mr. McDonough pre- 
sented his interesting program dem- 
onstrated that many leading indus- 
tries are fully aware of the necessity 
of taking an active part in commun- 
ity affairs, and in building good will 
for industry among the general pub- 
lic. A plan of this kind can be 
worked into the activities of the ad- 
vertising departments of manufac- 
turing companies without difficulty, 
thus employing to advantage the 
technical facilities for promotion 
which have already been created. 

A broad-gauge program of adver- 
tising for industry as a whole is a 
worth while objective. Its chief 
value, however, will consist in gain- 
ing acceptance for certain general 
concepts regarding industry and 
business as servants of the public. 
Supplementing this general cam- 
paign, however, local action is a 
vital necessity. It will translate into 
specific terms, understood by every 
citizen, the job which is being done 
by industry to make his a better 
community in which to live and 
work. 


Direct Mail Finds Its Place 


The approaching convention of the 
Direct Mail Advertising Association, 
scheduled for Cleveland beginning 
Oct. 13, emphasizes the fine work 
which has been done by this organ- 
ization in the field of sales promo- 
tion. Most significant is the de- 
velopment of a better understanding 
and application of direct mail as a 
specific part of an advertising cam- 
paign. 

Mail promotion is 
dispensable part of a well-rounded 
campaign. It can provide the rifle 
shots which follow up the barrage of 
general advertising. It can maintain 
and increase interest on the part of 
inquirers, prepare the way for the 
calls of salesmen, induce a visit to 
the dealer’s store, and‘in general 
move the prospect closer to the 
point where he becomes a customer. 

Because direct mail is thus being 
pointed toward a specific objective 


an almost in- 


of promoting sales in an immediate 
and definite way, it is justifying 
greater expenditures per unit and 
greater care in mechanical prepara- 
tion and handling. If mailings are 
smaller in quantity, they are usually 
better in quality, because they are 
capable of producing profitable busi- 
ness when tied in with the promo- 
tion program as a whole. 

Letters still remain the favorite 
form of direct mail advertising, but 
there is a great variety of material 
available for the use of the adver- 
tiser who wants to call his shots. 
Booklets, folders, broadsides, 
ters and many other attractive 
forms of the medium are being used 
with marked success. And because 
results are constantly measured, a 
more scientific approach to the use 
of direct mail can be employed than 
in any other field of advertising and 


sales promotion. 
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FITTEM SHOE 


“Don't mind me, sir. 


—Boot & Shoe Recorder 
| just want to be first at your sale in the morning.” 


Alcohol Education 

Perhaps the WCTU has decided 
that it can get its anti-alcoholic mes- 
sage over more effectively under some 
other name. 

At any rate, the series of four-page 
advertisements it is running in Scho- 
lastic Coach appears over the signa- 
ture of “Alcohol Education,” with 
no mention of the Woman’s Christian 
Temperance Union anywhere in the 
copy, although the WCTU’s famous 
Evanston, Ill., address is prominently 
displayed. 

The copy is unusual and indicates 
that the WCTU can be depended upon 
to do a somewhat smarter job of mer- 
chandising than it has done in the 
recent past, although a number of 
crudities still appear. 

Basis of the four-page insertions 
is the center spread, designed as a 
poster to be placed on the school 
bulletin board. These feature the 
advice of famous coaches, such as 
Andy Kerr and A. A. Stagg, to non- 
athletes as well as athletes to steer 
clear of all alcoholic stimulation. The 
front page sells the coaches who read 
Scholastic Coach on the importance 
and value of the poster, and the 
fourth page contains a “blackboard 
drill in alcohol education,” including 
a table showing the effects of alco- 
hol as compared with water on a va- 
riety of objects and under varying 
conditions. 


Singer Copy Sings 

That Singer Sewing Machine copy 
in the current women’s magazines 
strikes the right note with us. Adapt- 
ing effective color photography to the 
strip technique, it tells the usual 
story of the short-of-money house- 
keeper who discovers how easily and 
inexpensively miracles may _ be 
worked in her home in a new and 
refreshing manner. The copy, too, 
strikes an informal, cheerful and be- 
lievable note that is all too often 
missing from present-day copy. 


Consumers Talk 

As most of you who don’t spend all 
your spare time talking shop with co- 
workers in the advertising field 
know, Mr. and Mrs. John Q. Public 
have little hesitancy about raking 
advertising over the coals when an 
advertising man sticks his head into 
a social gathering. 

Lots of people think none too 
highly of medicine and the law, for 
example, but they somehow manage 
to contain themselves when a physi- 
cian or a lawyer is present. Even 
when a “politician” goes out socially, 
he isn’t likely to have to spend the 
evening defending the way he makes 
his living; but let the word ‘adver- 
tising” once be mentioned, and with 
one accord accusing glances turn to 
the adman. The cheerful, or merely 
vacant faces of his friends turn into 
leering, smirking, even’ snarling 
masks, and word and gesture defy 
him to give just one reason why his 
head should not be severed from his 
body immediately. 


Ad-libbing 


Usually the discussion, if you can 
call it that, revolves around food 
products or drugs, and usually, if 
the adman gets a chance to say any- 
thing at all, it’s only while all of his 
adversaries happen to be catching 
their breaths at the same time. 
And yet the situation is inherently 
a most serious one. We can’t sit back 
and drift, and above all, we must 
each be prepared to do at least a 
fair-to-middling job of holding our 
own. 

The other night some friends of 
ours got started on labeling, and 
although we loosed all the standard 
ammunition and a few impromptu 
bombs of our own on them, whether 
we succeeded in making any dent in 
their lines is doubtful. But we did 
win one victory, of which we're 
proud. 

The most pernicious questioner 
happened to be a chemical engineer, 
and after he had fairly exhausted the 
subject of labels on canned goods, 
he popped what he thought would be 
the final devastating blow: 

“You can’t tell me,” said he, “that 
the average manufacturer makes any 
effort to play square with the con- 
sumer. Look at the deceptive pack- 
ages they use. Why, you walk out 
of a grocery store with a package 
of cereal or a box of soap chips that’s 
so big you can scarcely lug it home, 
and then when you open it, maybe 
it’s a fourth or even a third empty. 
It that isn’t deception, I’d like to 
know what is.” 

Well, sir, we hadn’t expected this 
particular opponent to lead with his 
chin, so the shock was all the more 
pleasant. We just lolled back in the 
easiest chair we could find, and said: 

“Ha. my dear boy, didn’t it ever 
occur to you that those ‘empty’ pack- 
ages you talk about were full when 
they left the factory, and that in the 
course of handling and standing, that 
light, flaky stuff they contain just 
naturally tended to shake down in 
the package, leaving a little empti- 
ness at the top?” 

To be fair about it, we must report 
that he took it like a man, and gladly 
admitted his error. We were feeling 
pretty good about it, and didn’t press 
him too hard, but on the way home 
our elation sort of died down a bit. 

How was it, we asked ourselves, 
that this intelligent and open-minded 
fellow had not thought of the obvious 
answer? Why was it, we wanted to 
know, that he had been allowed to go 
along for years and years, firmly con- 
vinced that cereal and soap packages 
were being made deliberately over- 
size, when the answer was so simple? 

Why do manufacturers of these 
products take it for granted that all 
consumers will understand the rea- 
son for air spaces in their packages? 
Why don’t all of them make abso- 
lutely certain that no consumer who 
has a brain at all will ever think 
that the manufacturer is slipping 
something over on him, with a box 
25 or 30 per cent bigger than he has 
any intention of filling? 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad. 
vertiser or advertising agency execu. 
tive writing on his business letter. 
head. 


No. 1235. Qualified Live Prospect. 
Starting from scratch, this simple 
analysis of customary and unusual 
methods of promoting sales to build- 
ers of private homes, published by 
Home Owners’ Catalogs, New York, 
indicates requirements for a complete 
sales job. The book is available ex- 
clusively to executives of companies 
selling residential building products 
or home furnishings, and _ their 
agencies. 


No. 1236. California’s Billion Dollar 
Market. 


McClatchy Newspapers, Sacra- 
mento, takes readers of this illus- 
trated booklet on a tour through cen- 
tral California, showing its resources 
and activities. The booklet is di- 
vided into three sections, describing 
the Sacramento, Modesto and Fresno 
markets. 


No. 1237. Women. 


This colorful booklet issued by 
WCAU, Philadelphia, describes the 
station and its market, giving in de- 
tail facts about the Philadelphia 
Women’s Club of the Air. 


No. 1238. Packingtown Has $3,000,- 
000,000 to Spend. 


This interesting booklet, issued by 
The National Provisioner, Chicago, 
describes the broad scope of the meat 
packing industry and contains maps 
showing the location and value of 
products throughout the United 
States and coverage by the Provi- 
sioner. 


No. 1228. Survey of Users of Sim- 
plicity Magazine. 

This report, issued by Simplicity 
Pattern Company, covers a recently 
completed Starch survey of users of 
Simplicity Magazine, based on 1,002 
interviews. Interesting details are 
revealed in the microscopic inspec- 
tion of these families’ employment, 
buying power and habits, brand pref.- 
erences, car and appliance ownership 
and so on. 


No. 1230. Coverage and Market Data 
for WKY. 


Maps of the daytime and night- 
time listening areas, accompanied by 
tabulated market information are 
contained in this booklet issued by 
Station WKY, Oklahoma City. 


No. 1206. You Will Love Me in De- 
cember, January, February, as You 
Did in May, June, July. 


This booklet, issued by Outdoor Ad 
vertising, Inc., gives national attend- 
ance figures for movies, hotels and 
sporting events throughout the entire 
year and also contains figures on 
gasoline consumption and car regis 
tration to prove that outdoor adver: 
tising circulation is constant through 
out the year. 


No. 1214. Let’s Cut Out a Sample and 
Analyze It. 


Farmers in the Oklahoma-Texas 
area are enjoying the most prosper: 
ous crop conditions in several years, 
says this folder issued by The Farmer: 
Stockman. Getting down to cases, 
the folder contains reports on buying 
activity in the wheat section of Okla 
homa, based on interviews with farm: 
ers and dealers. 


No. 1219. Distribution of Retail 
Sales in Towns Under 10,000 PoP 
ulation. 

The series of charts contained it 
this booklet issued by The Household 
Magazine show that more than half 
of the states have an average of 5! 
per cent of their sales in towns ° 
10,000 and less. The study covers 
total retail sales, and also food storé 
drug store, lumber, building, hard 
ware and automotive sales. 
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Now ONE Newspaper 


Covers Rich Mid-West Territory 
At ONE Low Cost! 


OMAHA BEE-NEWS CEASES PUBLICATION 


The World-Herald Now 


Brings Its Readers! 


Combined Reports of: 


Associated Press 


United Press 


International News Service 
Chicago Tribune Wire Service 


Chicago Daily News Cable Service 
North American Newspaper Alliance 


“Consolidated News Service 


Feature Writers: 
Gen. Hugh S. Johnson 
Dorothy Thompson 


Paul Mallon 


Raymond Clapper 

_, Dr. Albert E. Wiggam 
Dr. Irving S. Cutter 
“Elsie Robinson 
. Bob Burns 


Jimmie Fidler 


Uncle Ray ~~. - 


David Lawrence 
Grantland Rice 
Lawrence Perry 


Francis J. Powers 
Henry McLemore 


Alan Gould 
Charles F. Spear 


George T. Hughes 


James McMullin 
and others 


Wirephoto. 


Comics: 


Orphan Annie 
Popeye 
Blondie 

Dan Dunn 
Henry 
Gasoline Alley 


~-Li'l Abner 
- Winnie. Winkle 


Apple Mary 
Moon Mullins 
Out Our Way 
Joe Palooka 
Our Boarding 
House 
Smitty 
The Gumps 
Harold Teen 
Skippy 
The Bungles 
Freckles, His 
Friends 


also 


“This Week" Magazine. 


Only Nebraska Rotogravure. 


‘newspaper at ONE low cost. ta i oe ae wt 
Latest available ABC circulation reports gave the Bee-News 99,194 Daily— ri ae ’ 
World-Herald 135,860 Daily. ES) 
Definite information concerning the NEW greatly increased circulation cover- ae a 
age of the Omaha trading area by the Omaha. World-Herald will be available 
tes Saran? ic 
Hy? 


World-Herald Purchases Entire Circulation Lists, 
Best Services, Features and Comics! 


The Omaha World-Herald . . . long one of the most influential papers 
of the West, now becomes the only major daily in its territory. 

Mindful of the added obligations and duties this situation has brought 
about, the World-Herald has extended its editorial and news coverage to 
create a greater newspaper than ever before. 

Hereafter, readers of the World-Herald will be served by every 
standard news service operating in America... morning, evening, and Sunday, 
also all of the nation’s finest special features and comics, including those 
purchased from the Bee-News. 

With this improved service to its readers and with a greatly increased 
circulation coverage . . . the Omaha World-Herald now offers advertisers 


- ~ Re seyores ~~ ea A Sate tated CR 
an unusual Opportunity to cover this rich market adequately with ‘ONE 


bs, Oe) 


maha W orld-Heralc 


O'MARA & ORMSBEE, Inc. 


National Advertising Representatives 


Boston * Chicago * Atlanta * Detroit * San Francisco + Los Angeles 
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NEW PACKAGING 
CHANGES IVORY 
SOAP STRATEGY 


Cincinnati, Sept. 30—A_ radical 
change in consumer strategy for 
Ivory soap has been effected by 


Procter & Gamble Company with 
presentation of the product in its 
first new dress in many years. The 
new package comprises a waxed or 


paraffined wrapper with promotion 
built around the title, “purity 
sealed.” 


For almost the entire history of 
the company, stress in advertising 
has been placed on urging the house- 


wife to buy Ivory soap in cases, take | 


off the wrapper and store so that the 
soap will get hard, company execu- 
tives pointed out today, describing 
the shift in emphasis. The hard soap 
theme was based on the assumption 
that there would be economy, due to 
the fact that the hard soap would 
not “wear” as rapidly. 


Test is Staged 


About a year ago, after exhaustive 
tests, chemists found that storing 
soap unwrapped to achieve hardness 
did not offer economy. The soap, if 
wrapped so that it would be fresh 
when opened, they discovered, would 
give the quick, thick lather neces- 
sary for cleaning and a test was 
launched to learn women’s packaging 
preferences. 

House to house canvasses in vari- 
ous cities were staged, and the house- 
wife was shown Ivory in different 
packages. Her preference was asked 
and the survey showed that a prepon- 
derant majority wanted a wrapper 
that “keeps the freshness in.” This 
survey determined the packaging 
shift. 

The company, however, is not halt- 
ing entirely its longtime emphasis 
on purchases of Ivory by the case. 
The shift, however, entails a change 
in emphasis to the new packaging 
and the freshness theme. 

An interesting dealer angle also is 
involved in the package change to 
tie up with the freshness theme. The 
dealer is being told that the soap 
will last longer “fresh” on the dealer 
shelves, lowering returns due to age 
and exchanges and enabling the 
dealer to buy in larger quantities. 
This shift, company executives em- 
phasized, will be of particular advan- 
tage to the small dealer who does not 
move soap products rapidly. 


Dunn to “Examiner” 


Sam F. Dunn, formerly general 
sales manager of the Home Service 
Company, Los Angeles, has joined 
the local display advertising staff of 
the Los Angeles Examiner. 


Potter Joins Hackett 


Evan R. Potter, formerly on the 
advertising staff of the New York 
Times, has joined M. H. Hackett, 
Inc., New York, as account executive. 


Complete Broadcast- 
ing Facilities [Wired 
and Transcribed 


Tavlor to Advertise 

G. R. Taylor & Co., motion picture 
advertising service of New York and 
Irvington, N. J., will use trade maga- 
zines, newspapers and direct mail in 
a three-month advertising campaign. 
Robert Arthur Agency, Newark, N. J. 
is in charge. 


Martin Joins Hoyt 
Col. Kingsley G. Martin, formerly 
vice-president and director, Frank 
Presbrey Company, New York, has 
joined Charles W. Hoyt Company. 
Inc., New York. 


Greene Appointed 


Robert Greene, formerly’ with 
O’Mara & Ormsbee, Inc., New York, 
has joined the sates staff cf Physical 
Culture, New York 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK 

521 Fifth Ave. 

MUrray Hill 
6-2370 


HOLLYWOOD 
5833 Fernwoed 
Avenue 
HOllywood 5315 


CHICAGO 
333 WN. Michigan Ave. 
STate 0366 


| News Censorship 


Is Alberta Aim 


Edmonton, Alta., Oct. 1—The 
Alberta provincial special leg- 
islative session, it was learned 
this week, will consider a bill 
designed to compel newspapers 
to name authority or source of 
information for all stories and 
prevent publication of “false” 
information. The government 
would judge accuracy under 
the bill, and would be em- 
powered to demand space in 
any part of the paper to pre- 
sent a correcting or clarifying 
story. 


Gas, Kerosene 
Refrigerators 


Added by G-H-U 


Chicago, Sept. 29.—General House- 
hold Utilities Company today dis- 
closed that gas and kerosene operated 
refrigerators for rural areas would 
be added to the company’s lines and 
exhibited to distributors at the con- 
vention here early in November. 

M. W. Thompson, advertising man- 
ager, said that the advertising pro- 
gram for the new refrigerators had 
not yet been completed but that it 


magazines, farm publications and co. 
operative newspaper copy. 

While the new refrigerators are 
ready for production, distributors are 
expected to contribute viewpoints 
which may affect design and inside 
arrangement of the boxes. The pro- 
grams for the gas and kerosene re. 


Or 
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would probably include 
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rHE MIRROR DELIVERED 


603,726 


April through August — 1936 : 


693,188 


pril through August 
verage net paid circulation | 


SECOND LARGEST CIRCULATION 


national 


frigerators will not be set up until N 
that for the company’s electric line ing 
is under way, Mr. Thompson said. cha 
nou 

—t 

Forms New Agency Fi 
Frances Olivier, formerly advertis- adi 
ing director of Helena Rubinstein, oe 
Inc., New York, has established an pis 
advertising and sales promotion serv- met 
ice at 452 Fifth avenue, New York, by 
to specialize in cosmetics, propri- Inc 
etaries and fashions. ; F 


: HEY know New York. Not as 
theatre-goers, columnists, or 
“students” so-called, but as down- 
to-earth salesmen whose bread and 
butter depends on active, working 
knowledge of the world’s biggest— 
and toughest—market place. 
They know New York is the 
City of Change. They’ve sensed 
the new reader trend. Their 
business depends in part on the 
power of the written word to de- 


IN NEW YORK 


velop sales. They’ve already recosfall o 
nized that busy, buying New Yorkfi 
ers are demanding new highs | 
human interest—features—comiq® 
—specialty articles—downrigh 
news. Only a few years ago, Ne 
Yorkers saw their first tabloid nev 
paper... today, 73% of all New Yor | 
morning newspapers are Mirrole 
size. And the Mirror’s growth! 
not a sectional growth. Its leapitt 
circulation follows the population! 
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y recoall of New York City’s 114 dis- 
~w Yorkitricts. (Men who sell staple goods 
ppreciate this.) It isn’t a mere 
lk trend. The Mirror reaches a 
tger proportion of the $5000-and- 
er class than it does of the group 
arning less. (Men who sell luxuries 
ow the importance of this.) Brief, 
wsy and complete, the Mirror 
hoves merchandise. 
And it isn’t so expensive to reach 
ilationew York’s major market as you 
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Winter Travel 
Bid Launched 
Early by Cook 


New York, Sept. 30.—Acknowledg- 
ing that the aspects of the world 
change with the seasons, copy an- 
nouncing that “Cook’s map the world 
_for winter travel” and carrying a 
dozen bids to restless, recreation- 
seeking Americans to pack up and go 
places was initially published in 
metropolitan newspapers this week 
py Thos. Cook & Son—Wagons-Lit, 
ne. 

First of a series to capitalize on 


the increasing popularity of winter 
vacationing, full page copy calls at- 
tention to cruise ships and to itiner- 
aries that as usual embrace regions 
possessing temperate weather at a 
time coinciding with our winter. 
While the copy is informational in 
character, copious use of white space 
and numerous skeleton globes and 
maps decorated with dotted-line itin- 
eraries lighten and romanticize the 
appeal. 


Travel Sections Used 


Similar advertisements are ap- 
pearing in travel sections of news- 
papers in Philadelphia, Boston, Balti- 
more, Washington, Pittsburgh, Chi- 
cago, San Francisco, Los Angeles, 
Toronto, Montreal and Vancouver, 


cities in which the company main- 
tains offices. 

This year’s campaign, which is 
being handled by L. D. Wertheimer 
Company, New York, will also stress 
the number of unusual travel events 
being operated by Cook’s or in which 
the travel organization is co-operat- 
ing. 


COLOR PHOTOS 
DOMINATE NEW 
FTDA PROGRAM 


Detroit, Sept. 29.—Color photog- 
raphy in national magazines will 
dominate the expanded drive of the 
Florists’ Telegraph Delivery Associa- 
tion for the coming year, it was an- 
nounced here today by officials of the 
association, with copy stressing the 
pleasure available to the sender in 


Leases More Space 


Young & Rubicam, Inc., New York, 
has leased additional space at 285 
Madison avenue and has extended its 
present lease for several years. 


Irene Ave Named 


Fort & Co., Charlotte, N. C., has ap- 
pointed Mrs. Irene Ayer copywriter 
and production manager. 


every morning—more 


New York newspaper 


pencil. 


may suppose. The Daily Mirror is 
delivering well over 700,000 copies 


large-size New York paper—and 
its milline rate is only $1.30 as 
against $2.00 for a conventional 


both cross-section and volume cov- 
erage offered at such low cost, it 
will pay you well to go over your 
New York plans with a sharpened 


Seis ahs 


The Daily Mirror 


New York’s Picture- 
Packed Newsy Paper 


than any 


News Services: 
Associated Press 
United Press 
International News Service 
and others 


list. With 


MAKES HISTORY 


This display of wedding rings, being dis- 
tributed to dealers throughout the coun- 


try by J. R. Wood & Sons, Inc., 

New York, graphically depicts evolution 

of the rings from the ancient Hebrews to 
modern styles. 


wiring flowers and the ease with 
which it can be done. 

In addition to the magazine pro- 
gram, formulated at the association’s 
recent convention in Philadelphia, a 
public relations committee has been 
established to conduct schools of de- 
sign and style shows in six territorial 
zones. These shows will educate the 
consumer in the proper design of 
floral displays for the home and in 
the choice of flowers for wear with 
varying types of attire. A style show, 
similar to that staged at the Phila- 
delphia convention, will be a feature 
of each school session. An estimated 
18,000 attended the convention style 
show. 


Appeal to Sender 


The new drive indicates the asso- 
ciation’s belief that the pleasure of 
receiving flowers by wire has already 
been established. Forthcoming copy 
will reverse this appeal, with the 
theme “It’s Fun to Wire Flowers” 
taking a dominant note in all inser- 
tions. First copy is scheduled for No- 
vember in a list which includes Amer- 
ican Magazine, Collier’s, Life, The 
Saturday Evening Post and Vogue. 

It was reported that constant 
strengthening of the FTDA mem- 
bership in the United States and 
building up of the international or- 
ganization has made it possible to 
wire flowers to virtually any impor- 
tant point in the world. 


Expect Record Sales 


Association executives also reported 
to the convention that sales of flow- 
ers by wire in the fiscal year ended 
July 31 totaled $6,986,374. Orders 
received during the year established 
a new high and indications point 
toward an all-time peak for sales dur- 
ing the coming year. 

Sarra, Inc., Chicago, will make the 
color photographs for the campaign. 
Charles Grakelow, Philadelphia fio- 
rist, is chairman of the public rela- 
tions committee in charge of the 
schools and style shows, while Mrs. 
Bert S. McDonald, Chicago, continues 
as international stylist for the asso- 
ciation. 

Brooke, Smith & French, Inc., De- 
troit, is the advertising agency in 
charge of the association’s campaign. 


Gets Texas Paper 


Burke, Kuipers & Mahoney, Inc., 
New York, has been appointed rep- 
resentative of Times-Review, Cle- 
burne, Tex. 


FACTS FOR 
SPACE BUYERS 


472,545 


Children Need 
Many Products! 


Ask for the FACTS! 


UNIT 


45 West 45th St., New York City 
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ADVERTISING AGE 


October 4, 1937 


P&G Launches 
Contest With 
Westinghouse 


Cincinnati, Sept. 29.—Tying in its 
promotion for Crisco with the pre- 
holiday gift appeal of an electric 
roaster, Procter & Gamble Company 
today announced an extensive prize 
contest, beginning Oct. 4 and to run 
for six weeks, in which Westing- 
house electric roasters and cash will 


be the major awards for the best 
letters written on a “Why I like 
Crisco” theme. 

Supporting the contest, copy has 
been scheduled for nine national 


magazines and newspapers in a num- 
ber of key cities which will feature 
both the Crisco contest and the 
roaster. This copy, as well as dis- 
plays and radio advertising on 75 
NBC stations, is said to be a co- 
operative venture of both compa- 
nies. 


1,200 Roasters as Prizes 


A total of 1,200 roasters, six 
$1,000 checks and 60 $100 checks 
comprise the prize list. Entrants 
must complete in 25 words or less 
the sentence beginning, “I like the 


new super-creamed Crisco because 


” 


This will tie in with copy on the 
“super-creamed” theme, _ stressing 
this advantage which permits indefi- 
nite storage without the necessity of 
refrigeration to prevent spoilage and 
ithe better results obtainable in bak- 
ing and frying. The Westinghouse 
phase of the campaign will be di- 
rected toward emphasizing the 
roaster as a_ suitable item for 
Christmas gift lists and its adapta- 
bility for both kitchenette and auxil- 
iary cooking. 


Named Street & Smith 
Advertising Manager 


Charles Reynolds, formerly with 
Redbook and Family Circle, has been 
named advertising manager of Street 
& Smith Publications, succeeding 
J. H. Brown, retired. 

Donald C. Alford also has been 
named Eastern advertising manager 
of Street & Smith’s Picture-Play 
Magazine. 


Juliana, new silver pattern of Wat- 
son Company, Attleboro, Mass., will 
be featured in advertising in Bride’s 
Magazine, House Beautiful, House 
and Garden, Harper’s Bazaar, Town 
and Country and Vogue. Business 
papers, window displays and counter 


cards will also be used. 


NASH HIGHLIGHT 
IS CONDITIONED 
AIR FOR WINTER 


Chicago, Oct. 1—A “conditioned 
air” system for winter driving will 
be one of the headline developments 
in the 1938 line of Nash Motors 
Division of Nash-Kelvinator Corpora- 
tion, Detroit and Kenosha, Wis., it 
was disclosed today as company ex- 
ecutives completed plans for the dis- 
tributors’ convention to be held here 
Oct. 4. 

While complete details of the new 
system have not yet been revealed, 
it is said to represent the first appli- 
cation of thermo-dynamics to the in- 
terior of an automobile. It does not 
embrace summer cooling properties. 
Discussing this feature with the 
other new developments of the 1938 
Nash, A. R. Boscow, director of ad- 
vertising and merchandising, told 
ADVERTISING AGE that they would pro- 
vide major copy themes for Nash 
advertising. 


First consumer copy for Nash will 


baits 


. PRESIDENT 


— » 
a I CLONES OG HATO IT | 


fee JEEPERS, SOMEONE 


MUSTA TOLD THE OLD 
MAN ABOUT THE 


“th «ang 


eee, 


aaa 


News of the FOURTH FAMILY is good and sufficient reason for. 
jubilation to Vice-Presidents-in-Charge-of-Showing-Sales-to-the -Boss. 
It's the gleeful way to quota-breaking in this:rich market. 


4. sR 
¢ For -the FOURTH FAMILY represents plus coverage, plus buying power, 


plus sales. TH&t's why Portland merchants concentrate heavily in the 
_ Journal... gused 1,421,435 more lines of retail advertising in the Journal 
’ in the first six months of 1937 than in the second paper. They know that 


with a cir 


lation lead of 31% in Portland the daily Journal reaches 4 


families to eygry 3 families reached by the second paper. Their cash regis- 
ters ring up the proof month after month, year after year. If it’s the best 
paper for them it seems reasonable, doesn’t it, that it is the best for you? 


= JOURNAL 


PORTLAND 
OREGON 


REYNOLDS-FITZGERALD, Inc., Netional Representatives 


New York . Chicago . 


Philadelphia . 


Detroit . 


San Francisco . 


Los Angeles ° Seattle 


NASH LEADERS MAP CANADA SALES 


4a gated 
“oe 
* 


Talking over Canadian sales prospects on new models are George W. Mason 

(left), president of Nash-Kelvinator Corporation; Major James Baxter, McKim's, 

Ltd., Toronto; Claus Anderson, Nash Canadian sales manager, and C. H. Bliss, 
Nash vice-president and sales director. 


appear next week, marking the be- 
ginning of a drive which is backed 
by a budget nearly twice that of last 
year, according to company spokes- 
men. 

Will Be Optional 


The conditioned air system, it was 
reported, will be optional rather than 
standard equipment, although its 
price is not expected to be substan- 
tially more than that of a good 
heater. It is claimed that the new 
system is based upon entirely new 
principles of car ventilation and 
heating and establishes a new 
standard of motoring comfort. 

Among advantages listed is that of 
driving in below zero weather and 
yet maintaining an ever changing 
supply of fresh clean air at a con- 
stant temperature, the degree of 
which is controllable by the driver. 
A reversal of present methods of car 
ventilation, it avoids draughts and 
also prevents the fogging of win- 
dows. While dust is not a problem 
for the urban driver, the conditioned 
air system offers filtered air, making 
it possible to drive through dust 
storms without the usual discom- 
forts. 

“Sea-Legs” Added 


Another improvement in the new 
Nash is the casting of the intake 
manifold as an integral part of the 
cylinder bloc, a development ex- 
pected to lower operation costs and 
increase efficiency. “Sea-legs” spring- 
ing will be featured as an improve- 
ment in riding comfort and in the 
elimination of side-sway and will 
likewise be stressed in copy. 

This year the name Nash will ap- 
pear on the complete line, with addi- 
tional identification for Lafayettes 
and the different Nash groups to be 
found on hood louvres. Geyer, Cor- 
neH & Newell, Inc., is the agency in 
charge. 


Agency for Minnesota 

David, Inc., St. Paul, has been ap- 
pointed to handle the account of the 
Minnesota State Tourist Bureau. 


Gar Wood Users 
Offered Year’s 


Service Policy 


Detroit, Sept. 29.— Designed to 
benefit users by placing the respon- 
sibility of service directly upon the 
factory, the air conditioning division 
of Gar Wood Industries, Inc., 
today announced inauguration of a 
pay-in-advance, one-year service ar- 
rangement for its equipment. 

Service is now available in cities 
where Gar Wood branches are main: 
tained and the factory is advocating 
general adoption of the policy by 
Gar Wood distributors and dealers 
throughout the country. 

William Ostergren, service mana- 
ger of the air conditioning division, 
said the policy includes inspection, 
cleaning and lubrication of the 
burner, adjustment of controls, clean- 
ing of furnace or boiler flues and 
checking of the boiler assembly. 

“The arrangement will insure effi- 
cient operation of the heating and 
air conditioning equipment,” said Mr. 
Ostergren, “and will eliminate worry 
on the part of the user, for a small 
sum paid in advance, for service 
rendered for a period of one year.” 


McAn Price Reduction 
Test Stores Announced 


Melville Shoe Corporation, New 
York, has announced a reduction in 
the price of Thom McAn women’s 
shoes from $3.95 to $3.50. 

The company will open shortly a 
group of test stores to be called 
Frank Tod, and will sell exclusively 
to men and boys. The price will be 
less than those in Thom McAn stores. 


- Affiliates in London 


Harry Latz Service, Ine., New 
York, direct mail specialist, has an- 
nounced an affiliated London com- 
pany known as Chadwick-Latz, Ltd. 
The London company was formerly 
Amalgamated Publicity Service, Ltd. 


—— 


market. 


National 
Representatives, 
Edward Petry @ Co., 


NASHVILLE, TENN. 


‘Harvest time means 
cashin hand tothe WSM =«“"" 
One more reason why WSM 
should be on your Fall schedule. 


ee WSM 


Owned and operated by The National Life & Accident Insurance Co., Inc. 
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Voice of the Advertiser 


Simmons Adds Voice to 
Score Price Emphasis 


To the Editor: I want to congratu- 
late you on the constructive character 
of the editorial entitled, “Just How 
Important Is Price?” which appeared 
in the Sept. 20 issue of ADVERTISING 
AGE. 

You are absolutely right when you 
say that “price coupled with quality 
and service should represent an at- 
tractive value, and the product should 
be presented in that way.” 

As you know, price selling in al- 
most every line has been so strongly 
featured during the past six years 
that it has gained the ascendancy 
over all other factors. The use of 
price as a principal talking point has 
tainted the more important features 
of quality, service, prestige and 
value in practically every aspect of 
the average salesman’s presentation. 

Naturally, price will always be an 
important factor, at least so long as 
the human race remains what it is— 
but it will not be the most important 
factor as it has in the past. 

To make sure of this, it behooves 
every sales executive and every sales- 
man (no matter what he is selling) 
to place the greater emphasis on true 
value—which is represented by the 
equation: price divided by the 
amount of Satisfactory Service! 

Everything that can properly be 
done to bring up the dollar volume 
(and automatically the quality 
curve) is added assurance of a re- 
turn to the higher standards of living 
so typical of the United States. It is 
this kind of constructive and creative 
selling that brings a triple assurance 
to the American  public—greater 
value for the consumer, a fair profit 
for manufacturers and dealers, and 
higher wages for labor. 

Salesmen are still the manufac- 
turers’ most important ambassadors 
to the buying public. They are still 
missionary men and pioneers in the 
field of quality selling. The more they 
can convince the average dealer and 
Mr. and Mrs. Consumer of the de- 
sirability of buying on the basis of 
quality and true value, rather than 
price, the more certainly will they 
contribute to the general prosperity 
and stability of the industrial, com- 
mercial and business world. 

To my mind, the futility of price 
appeal represents the most tremen- 
dous waste of human effort in Amer- 
ican business today! 

Harry SIMMONS, 

Eastern Sales Manager, The 

Heinn Company, New York. 


Nudes Not Noted But 
Lights Induce Vice 


To the Editor: Along with tamper- 
proof nudes in advertising art I think 
we should start a similar protective 
analysis of electric displays. For in- 
stance: 

The ghostly shades of the old Erie 
Canal bargemen no doubt chuckled 
merrily for a few nights when a large 
neon display atop a building beside 
the filled canal bed went haywire. Or- 
dinarily proclaiming Socony’s 
friendly service to the Syracusians 
around the plaza of the federal build- 
ing, a section blew out so that Socony 
featured “friendly vice.” 

I can hear the chuckling barge- 
men’s ghosts say “You're telling me.” 
But before the ministerial associa- 
tions get after Socony-Vacuum for at- 
tempting to corrupt the youth, I’d 
like to get in my suggestion that not 
only the wording, but also the wiring 
of spectaculars be double-checked 
against such astonishing results in 
case of failure of one section. It 
would be a simple precaution to make 
certain that when one circuit or an- 
other failed the remaining visible let- 
ters did not spell out the wrong thing. 

In the present case, however, pos- 
sibly the spectacular got more atten- 
tion and word of mouth interest than 
if it had kept in perfect working or- 
der. But I still wonder how much 
vice Socony can pack in a gallon— 
they've got something there. 

D. A. T.Atrb, 
Department of Psychology, Col- 
gate University, Hamilton, N. Y. 


This department is a reader’s forum. 


"GOOD LUCK, GIRLS" 


Pa “i 


100,000 Girls Can't 
Be Wrong for Jelke 


To the Editor: Girls singly have 
allure, of course, but 100,000 of them 
from our company will gang up on 
consumers and a description of them, 
we thought, you will find interesting. 

This season, and continuing into 
the spring, we plan to release this 
army on behalf of Good Luck mar- 
garine, whipped dressing, mayonnaise 
and fresh foods in grocery and other 
food stores. 

Twelve thousand of them will be 
the “perfect height,” 5 feet and 2 
inches, and these cut-out girls will 
greet customers as they step into the 
store. As the customer walks down 
the aisle, additional thousands of 
Dutch girls, each holding a market- 
basket full of “specials,” including 
100d Luck margarine, will invite pur- 
chases. 

The Dutch Girls also will pop up 
from counters, walls, shelves, and on 
window trims and posters. While 
only part of the general display ma- 
terial we are planning, they do make 
quite an army which we can salute 
with, “Good Luck, girls.” 

ARTHUR A, STARIN, 
Assistant Advertising Manager, 
John F. Jelke Company, Chicago. 


Same Theme for Three 


Beers Draws Comment 


To the Editor: When two adver- 
tisers use identical copy, we charit- 
ably call it coincidence. But when 
three advertisers—all selling the 
same product—use exactly the same 
words (and in the same medium)... 
well, I think they must be ganging 
up on us consumers. (Chase & 
Schlink: Please copy.) 

Your picture page recently showed 
a Besser Beer poster: Leaning on the 
bar, a beer drinker tells the barkeep 
—‘Man, you've got something there!” 

St. Louis boards now carry the 
same copy for two other beers. Bud- 
weiser’s poster pictures a fisherman 
and his guide. Says the guide to the 
fisherman (who has both a_ nibble 
and a bottle): ‘“You’ve got some- 
thing there!” 

And Alpen Brau displays a brow- 
wiping visitor in a business office. 
With a longing look at a “Steinie” of 
Alpen Brau on a desk, he exclaims 
(no fooling!) “You've got something 
there!” 

Ain't it a small world? 

Pau KELL, 
Junior Advertising Club. 
St. Louis. 


+ v 
“Heroic Job” Done on 


Insurance Conclave 

To the Editor: Your newspaper did 
an heroic job with the Insurance Ad- 
vertising Conference’s annual 
ing at Briarcliff. N. Y.. and I am 
thanking you in behalf of the confer- 
ence. 

I am a regular reader of ADVERTIS- 
ING AGE and have been much inter- 
ested in its phenomenal growth. Evi- 
dently it is giving its readers what 
they desire. 

ARTHUR A. Fisk, 

Manager, Advertising Depart- 

ment, The Prudential Insurance 

Company of America, Newark. 


Letters are welcome. 


meet- 


‘Radio Studio on Wheels 
| Sponsor Gives “Inside” 

To the Editor: We have launched 
a new WEBR mobile radio station, 
jand as far as I can check, this is the 
lonly station of its kind in the coun- 
| try, that is, a unit with a complete 
studio and control room along with 
a transmitter. 
| The trailer, built by the Auto 
|Cruiser Company of America is 25 
| feet long, 6 feet wide and 10 feet high. 
| To pull it, we are now building a 
jone and a half ton truck, which will 
‘contain, besides turntables, a 500 watt 
transmitter and other broadcasting 
fileeeinestety so that the truck will be 
a complete mobile unit by itself with- 
out the trailer. 

You will also be interested, we feel, 
in the fact that the trailer has been 
on exhibition at the Maryland State 
Fair and Agricultural Society at 
Timonium, Md., and over 50,000 
people have gone through it. 

Plans are now being completed to 
have the trailer visit every city, 


ROLLING STATION HAS ALL TRIMMINGS 


Station WFBR's new rolling studio has all the trimmings of an elaborate station- 
ary unit, as explained by Purnell Gould. 


town, and hamlet in Maryland. Com- 
plete recording equipment goes with 
the trailer, and from each individual 
town a broadcast will be put on from 
the trailer and recorded, using local 
live talent and municipal officials. 
The recordings will then be brought 


back to the station and broadcast at 
a time when those taking part can 
listen in. These are only a few of 
the uses of the new venture. 
PURNELL H. GouLpn, 
Commercial Manager, Station 


WFEBR, Baltimore. 


¢ * 
a mM 


| 
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| WCLE time rates are unusually at- 


Free & Peters, Inc.—National Representa- 
tives, New York, Chicago. Detroit 


WCLE 


CLEVELAND 
HAS THE Second Greatest 


COVERAGE OF ANY 
CLEVELAND STATION 


$942,059,140 is a lot of money but 
that’s the annual retail volume in the 
territory covered by WCLE. Here, in 
Northern Ohio (and a portion of Penn- 
sylvania) lies the country’s fifth largest 
market with Cleveland at the hub. 


WCLE's influence in this territory has 
been proved time and again—by list- 
ener surveys and by rising sales curves 
of sponsors who use the station. Now 
this enviable coverage is increaséd 
more than ever because WCLE is a 
member station of the “Coast to Coast’’ 
Mutual Broadcasting System. 


tractive, considering the size of the mar- 
ket it reaches. 


H. K. Carpenter, Vice Pres. & Gen. Mgr. 
C. A. McLaughlin, Sales Manager 
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HE acid test of a good ‘zinker’ 


is a careful examination of his 
proofs over a long period. Not an 
occasional look (if a customer 
kicks) but the naked eye daily. 
Line etching is still a fine art, even 
though engraving has advanced 
far since the Hell Box broke loose. 


Our line etchers stay in line. They 


CHICAGO 


don’t fuzz-up a clean pen line by 
an artist who had a reason for 
drawing it that way. And they 
don’t eat away the deft touches of 
Dry Brush whenever these lovely 
shadings make their appearance. 

We hire good men and that's 
the main reason we do good 
work. May we have an order? 


COLLINS, MILLER & HUTCHINGS !¥¢. 


207 NORTH MICHIGAN AVENUE 
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ADVERTISING AGE 


October 4, 1937 


Exhibit Shows 
50-Year Career 
of Advertiser 


Chicago, Oct. 1.—Offering a nos- 
talgic if not envious glance at the 
past, the Chicago Federated Adver- 
tising Club this week presented an 
exhibit covering the 50-year adver- 
tising program of Hart, Schaffner & 
Marx, Inc., clothing manufacturer. 

Seven panels were used to trace 
the company’s growth over the past 
half century, portraying advertising 
used in newspapers, magazines, out- 
door posters, direct mail and special 
stunts. A highlight of the exhibit is 


the appearance of style books em- 
ployed through the years. The com- 
pany has always devoted much at- 
tention to this phase of its advertis- 
ing and in 1919 set a circulation high 
of 5,430,000. 


Recall Doughboy Drive 


Also recalled in the exhibit is the 
company’s post-armistice drive in 
which signs were displayed at all 
embarkation points in France, tell- 
ing United States soldiers that 
“stylish clothes were ready for them 
on their return home.” 

Much attention is likewise given 
in the exhibit to present day copy, 
featuring recent style books and 
color copy in a humorous vein which 
appeared in national magazines. 

Following the presentation by the 


CFAC, Hart, Schaffner & Marx will 
take the exhibit on a tour of 32 cities 
as a part of the company’s golden 
jubilee celebration. E. R. Richer is 
advertising director of the company. 


“Scranton Tribune” to 
Issue Sunday Edition 


The Scranton Tribune, beginning 
Oct. 3, is issuing a Sunday edition, 
thereby going on a seven-day publica- 
tion schedule. 

The edition includes an eight-page 
comic section in four colors and is 
priced at 5 cents. 


Sacksteder Opens Office 


A. F. Sacksteder, for 18 years pro- 
ducer of display material, has opened 
an office at 520 N. Michigan avenue, 
Chicago. 


REGISTER CHECK 
FOR TEN CENTS 
NEW BANK IDEA 


Boston, Sept. 30.—The First Na- 
tional Bank of Boston has entered 
competition with the government for 
the patronage of the person of lim- 
ited means who does not have a 
checking account and hitherto has 
usually bought money orders in 
meeting out of town obligations. 

The bank announced its new “reg- 


Fre 


BUFFALO 
EVENING 


The 
trade survey of 1935 lists 


News market as greater tha 


Wyoming 


United States Department of 
Commerce, Bureau of Census retail 


store sales for the Buffalo Evening 


Spends More for Food Than Any 
One of These 27 State Markets! 


Here in the comparatively small 
area of eight counties that com- 
prise the Buffalo Evening News 


the food 


n any one 


UFFALO EVENING 


Edward H. Butler, 


food stores for family provisions, 


The BUFFALO EVENING NEWS Market 


of these states. market is a field for sales greater states. 
a ids than many entire states. Take 
perenne New Hampshire food for an example. The facts York market. 
— = ay an A are that people in the Buffalo 
Del North Dak 
—* —— News Market spend more on 
Idaho Oregon their tables than do the resi- 
res se som ap eer dents of any of 27 individual 
Mussiiogs — states! In 1935 they laid $103,- newspaper 
Montana Vermont 675,000 on the counters of ning News 
Nebraska West Virginia 


Editor and Publisher 


Western New York’s Greatest Newspaper 
National Representatives—KELLY-SMITH CO. 


NEW YORK — CHICAGO — BOSTON — PHILADELPHIA — ATLANTA — DETROIT 


a larger amount than was spent 
in all of Florida, Maine, West 
Virginia or 24 other prosperous 
6,316 stores are needed 
to serve this big Western New 


This prosperous market presents 
a big business opportunity for 
the food merchandiser. 
... the Buffalo Eve- 


at low cost. 


NEWS 


One 


_.. covers this area 


JOINS STUDIO 


New stylist of Underwood & Under- 


wood Illustration Studios, Chicago, is 
Miss Helen V. Randolph, formerly with 
Meredith Publishing Company. 


ister check service” in a single ad- 
vertisement in local newspapers, 
feeling that little promotion will be 
required. The new service was ex- 
plained in these words: 

“Ask for a register check at the 
window marked with that legend. 
Write out the check as you wish, 
filling in the stub to correspond, and 
pay the exact amount of the check 
plus a 10-cent fee. After completion 
by the bank, send the check to the 
payee. The stub serves as your 
record. 

Take Supply Home 


“If you wish, we will furnish you 
with a supply of register checks. 
They may be filled out at home, and 
any one may take them to the bank, 
if you cannot come yourself, to be 
completed for you upon payment of 
the amount of the checks and the 
fees.” 

The advertisement carefully avoid- 
ed reference to Uncle Sam’s money 
order service. 

“The small fee of 10 cents a check 
usually amounts to less than the 
service charges for small checking 
accounts,” was the chief reference 
to cost. 

Batten, Barton, Durstine & Osborn, 
Inc., handles the account. 


Installed Cost of Air 


Conditioners Declines 


Installed cost of equipment sold by 
members of the Air Conditioning 
Manufacturers’ Association ip August 
totaled $3,269,792, compared with $3,- 
621,885 for the same month last year, 
a decrease of 9 per cent, William B. 
Henderson, executive vice-president, 
said. 

The 1937 total has reached $71,575, 
967, against $36,151,088 for the same 
months of 1936. 


Gets Kremola Account 


The Kremola Company, Chicago, 
has placed its advertising account 
with Van Hecker-MacLeod, Inc., Chi: 
cago. Newspapers and magazines 
will be used. 


““Covers the 
Nation’s Market 
Basket’’ 


WOW 


OMAHA, NEB. 


Owned and operated by the Sovereig’ 
Camp of the Woodmen of the World 


590 KC 5,000 WATTS 


JOHN J. GILLIN, JR., MGR. 


John Blair Co., Representatives 
New York, Chicago, Detroit, 
San Francisco 


ON THE N. B. C. RED NETWORK 
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7) EMERSON RADIO 


PUTS CAMPAIGN 


) BACK OF MIDGET 


east 
ee 


New York, Sept. 29.—With better 
times leading the swing of buyer in- 
terest away from table model radios 
over to console types, Emerson Radio 
and Phonograph Corporation, New 
york, has inaugurated its first na- 
tional advertising campaign, prin- 
cipally in magazines, in which it con- 
tinues to feature midget models and 
the company’s claim of being the 
world’s largest maker of small 
radios. 

Appearing in single column and 


full-page space in The American 
Vagazine, Collier’s, Cosmopolitan, 
squire, Ladies’ Home Journal, 


Radio Guide, and The Saturday Eve- 
ning Post, copy calls attention to 
“the world’s biggest selling little 
radio,” and features a new “miracle 
tone chamber” as being the most 
revolutionary development since the 
dynamic speaker. In the majority 
of the advertisements large-size illus- 
trations of table models dominate the 
space, while smaller illustrations call 
attention to other sizes and types of 
radios, along with prices of each 
model described. 


Smaller Models Popular 


Various pieces of consumer litera- 
ture, including a 56-page, black paper- 
covered, spiral-bound booklet, en- 
titled “Emerson Radio for 1938,” is 
being sent to inquirers. The com- 
pany stated that the campaign. 
which will continue through the re- 
mainder of the year, is in addition 
to co-operative dealer advertising 
which is being closely tied to it with 
respect to thematic and display treat- 
ment. 

In support of its claim to leader- 
ship in the small-radio field, it was 
pointed out that in 1936 six out of 10 
radios merchandised by Emerson 
were midgets and that indications 
pointed to an even greater relative 
sale of the smaller models this year. 


Has 48 Kinds 


According to general trade figures, 
in 1935 approximately 2,000,000 con- 
sole radios were sold as against 2,- 
900,000 table radios and 1,125,000 
auto radios. Last year, console sales 
rose to 3,350,000 and midget sales to 
3,970,000, with car radios selling in 
about the same number as the year 
before. In dollar terms, console sales 
jumped from $139,000,000 in 1935 to 
$257,000,000 in 1936, while table 
radios rose from $107,400,000 to $162,- 
800,000. At the same time, average 
unit prices increased from $36 to $41 
for table sets, and $68 to $77 for 
consoles. 

The Emerson line for 1938 com- 
prises 48 models, including compacts, 
combination radio and phonograph, 
consoles, battery sets, portable sets 
and auto radio, from $14.95 up. 


ARAL 


16 EAST ONTARIO ST. 
CHICAGO 


$8,000 Brings Tourist 
Business Worth $100,000 


The $8,000 spent by the Berkshire 
Hills Conference, Pittsfield, Mass., 
this year brought an estimated $100,- 
000 worth of tourist business to Berk- 
shire County, the Conference re- 
ported. 

The Conference has leased space 
at Madison Square Garden for the 
annual North American Winter 
Sports Exposition and National Ski 
Meet in December to boost Berkshire 
winter sports advantages. 


Joins “Dog World” 


Anthony A. Warchal, formerly with 
Alliance Printers and Publishers, 
Inc., has been appointed classified 
advertising manager of Dog World, 
Chicago. 


Stores of 13 
Cities to Get 
Infant Clinic 


Chicago, Oct. 1.—Following the 
opening of new experimental kitch- 
ens and testing rooms in the Mer- 
chandise Mart, Household Science 
Institute, Inc., today announced 
plans for an expanded tour of the 
Clinic on Infants’ Needs, project re- 
cently taken under the aegis of the 
Institute, which will be featured by 
stores of 13 cities this fall. 

In outlining the function of the 
clinic to manufacturers of infants 


goods who attended the new testing 
rooms’ opening, Chester K. Hayes, 
executive director, said that the 
traveling display which comprises 
the clinic would be accompanied by 
an experienced nurse who will be in 
charge of each display. She wil) 
give lectures during the appearance 
of the display in the store and will 
answer questions of customers on 
all phases of infant care. 


Stress Proper Foods 


The infant clinic, Mr. Hayes ex- 
plained, under the new set-up will 
find a much broader field than it has 
heretofore. Stress will be placed 
upon the proper foods, clothing and 
furniture for the infant. The stores 
in which it appears are to use the 


feature in promotional copy aimed at 
expectant mothers and at mothers of 
children up to six years of age. 

Mrs. Hermien Nusbaum has been 
appointed to direct the project for 
the Institute. She was in charge of 
the clinic when it was originated 
through the Chicago Lying-In Hospi- 
tal. 


D’Orsay in Campaign 

D’Orsay Sales Corporation, New 
York, American representative of 
Parfumes D’Orsay, Paris, has an- 
nounced a newspaper and magazine 
campaign to feature LeDandy and 
Trophee perfumes. Federal Adver- 
tising Agency, New York, is in 
charge, with Jules B. Singer account 
executive. 


this seven-month period, according to the 


A BONUS FOR YOU 


Kentucky farmers met their living expenses 


able farm income. For 1937 Kentucky farm- 
ers have received in the first seven months 
$35,000,000 more than in the like period of 
1936. Only three of the forty-eight States 


show as large a gain in farm income for 


U: S. Bureau of Agriculture. 
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and fixed charges in 1936 from their profit- 


will buy 


700— $5,000 HOMES 


or 


or 


35,000 —$1,000 AUTOMOBILES 


175,000 —$200 REFRIGERATORS 


This added sales potential is a 1937 
BONUS available to manufacturers and 
distributors reaching Kentucky through 


Che Courier-PFfournal | 
THe Louisvitte TIMes WHAS 


or 


700,000—$50 RADIO SETS 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Edward Petry & Co. 
National Representatives 
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IES Revives 
Conditioned 
Light Theme 


Cleveland, Sept. 29.—Revival of 
“Light Conditioned” as the theme, 
testimonial copy and emphasis upon 
the increase in comfort and efficiency 
obtainable from proper lamps will fea- 
ture the fall program of the Illumi- 
nating Engineering Society, lamp 
makers and co-operating companies, 
it was announced today. 

The “Light Conditioned” theme 
was used some years ago and its 
present revival is due to the public- 
ity accorded air conditioning. “Light 
Conditioned” infers a proper amount 
of light, absence of glare and the 


correct distribution to produce eye 
comfort. 

National magazine copy portrays 
the importance of proper light in 


offices and homes and emphasizes its 
advantages to all ages. Eyesight pro- 
tection for young and old is stressed 
as well as the increased efficiency 
obtainable in “light conditioned” 
offices. 

Advertising of I. E. S. Better Sight 
Lamps and General Electric lighting 
equipment is handled by Foster & 
Davies, Inc., Cleveland. 


Federal Truck Appoints 


Federal Motor Truck Company, De- 
troit, has appointed Grace & Bement, 


Inc., to handle its advertising. 


REVIVE THEME 


LIGHT CONDITIONING 


ELPS PROTECT PRECIOUS EYVESICGH 
ee suite WEW G-E MAZDA LAMPS 


“ 


GENERAL ‘% ELECTRIC 
MAZDA LAMPS 


Popularity of air conditioning is responsi- 
ble for revival of the “light conditioned” 
theme, used some years ago, in the cur- 
rent Illumination Engineering Society 
and co-operating companies’ campaign. 


Eastern Wine in Drive 

Eastern Wine Corporation, New 
York, will feature the slogan “Drink 
Light—-Feel Right” in a newspaper 
campaign for Chateau Martin wines. 
Copy will appear in New York and 
Eastern states. Fashion Advertising 
Company, Ine., New York, is the 
agency in charge, with Mervin Levine 
and Jack Posner account executives. 


SPIRAL BINL 


There is a Spiral binding for every type of job, 


of yours a "collector's item." Just call Spiral. 


SPIRAL: EXPOSED—CONCEALED—SEMI-CONCEALED © ALSO ALIGN-O 
AND KAMKET LOOSE-LEAF © IN METALLICS AND IN ALL COLORS. 


SPIRAL BINDING COMPANY, INC. 


WORLD HEADQUARTERS FOR MODERN MECHANICAL BINDINGS 


148 LAFAYETTE STREET * NEW YORK * CAnat 6-0865 
FACTORIES AND OFFICES: HOLYOKE, MASS., 


L 


—— 


show, too. Modern, lively, pure in design, diver- 
sified in color and style! The use of Spiral, Kamket 
loose-leaf or Align-O never fails to attract con- 
tinued interest, to arouse favorable comment, 
because each of these Spiral bindings sounds a 


note of quality, distinction and good taste. @ 


except the "throw-away"! Make that next piece 


54 Winter St.; CHICAGO, 732 Sherman St.; PHILADELPHIA 
Ave.; ST. LOUIS, 105 S. 9th St.; CLEVELAND, 1101 Power Ave. LICENSEES: BALTIMORE, The Oscar T. Smith & Son Co., 407 E. Saratoga St 


LEVEL SALE OF 
FOOD PRODUCTS 
SOUGHT BY IGA 


Government Expert Urges More 
Elastic Budgets 


Chicago, Sept. 28.—Throwing into 
sharp contrast a governmental pro- 
gram of the not too distant past, F. 
R. Wilcox, vice-president of the Fed- 
eral Surplus Commodities Corpora- 
tion and director of the division of 
marketing and marketing agree- 
ments of the Agricultural Adjust- 
ment Administration, yesterday told 
members of the Independent Gro- 
cers’ Alliance Distribution Company 
that the answer to surpluses is not 
in cutting down on production but 
in using aggressive merchandising 
methods to increase consumption, 

Mr. Wilcox’s address highlighted 
a sales conference of the IGA which 
concluded today with announcement 
that the organization would back a 
canned food sales drive Oct. 29 to 


Nov. 5 in an effort to provide a 
greater outlet for anticipated sur- 
pluses of canned fruits and vege- 


tables brought on by bumper crops. 


STREAMLINED COPY 


STATIONS EVERYWHERE in Utah and Idaho 


Utah Oil Refining Company's latest copy 
in its Pep 88 gasoline series pictures 
stimulating results only by suggestion. 


Other speakers, offering a multi- 
phase view of the problem of sur- 
plus distribution, were Miss Eliza- 
beth Woody, foods and appliance 
editor, McCall's Magazine, represent- 
ing the consumer; Dr. R. H. Lueck, 
manager of the research department, 
American Can Company, represent- 
ing the canning industry, and Ed. 
ward A. O'Neal, president of the 
American Farm Bureau Federation, 
representing agricultural interests. 


YY 
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“Ready 
FOR 


NGS ARE ON PERMANENT EXHIBIT! =~ 


Every Spiral-bound book is an exhibition piece that is bound to be added to the per- 


THE SHOW! 


DEADLINE FOR ENTRIES—OCTOBER 11 


Be sure to attend the Exhibition of Spiral-bound Brochures, 


Catalogs, Books, Publications and Miscellany to be held 
October 18 to October 23, as part of the 34th Annual 
Business Show, Commerce Hall, Port Authority Building, 


New York City @ See entries awarded Medals and $1000 EN 


in cash. Jury: Howard Trafton, George Switzer, Ruth 
Goodhue, Managing Editor of Architectural Forum, and 
Laurance B. Siegfried, Editor of American Printer @ All 
entries are of interest, from the standpoint of idea and WAN 
design, to advertisers, designers, advertising men, pub- 


lishers, printers and binders. 


Ss Get your admission tickets for the show NS 
NGS from Spiral Binding Company. Mark the ~S 
7 , 4 ~\&s 
KL oy dates on your memo pad, now! \ SS 
\ we" NS 
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124 N. 15th St.; BOSTON, 470 Atlantic 
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The merchandising program for 
canned goods week will emphasize 
the advantage of quantity purchases 
but will not favor any brand, J. Sid. 
ney Johnson, advertising and mer. 
chandising director of the IGA, dis. 
closed. Newspapers will be the 
major medium. A wealth of display 
material also to be distributed was 
previewed by wholesaler members of 
the IGA who will 


participate co. 
operatively in the drive. In addition 
to this, Mr. Johnson said, IGA is 


preparing transcriptions for use on 
local radio stations. 

A prize contest for clerks in each 
of the six districts will spur quantity 
sales, with the first award in each 
district going to the clerk who 
makes the most sales of canned 
goods in units of more than $1. The 
total prize money is $2,850. 


Urges Elastic Budgets 


In his address to the convention 
Mr. Wilcox stressed the fact that the 
problem of surplus is not a new one 
and that it need not be feared if 
wisely handled. As a contributing 
factor to a surplus, he named the 
“insane growth” of nationalism in 
many nations and the rise of pro- 
hibitive tariffs which prevent the 
normal flow of trade. National and 
local conditions due to bumper crops 
in large or small areas will also 
bring on varying degrees of sur- 
pluses, Mr. Wilcox added, and it is 
this type of surplus that is the di 
rect problem of the distributor and 
consumer, 

The distributor can work against 
the bad effects of surpluses, Mr. Wil 
cox asserted, by maintaining a much 
more fluctuating program than he 
has in the past and by adequately 
presenting this program to the con- 
sumer. Mr. Wilcox criticized those 
who “freeze” the margin required 
for distributive service. He advo- 
cated, instead, a close watch on 
market conditions by the distributor 
in order that he may know when to 
concentrate his merchandising ef- 
forts on a product which, if sold in 
abundance, will yield as good a profit 
as if sold in small quantities at a 
higher price. 

Consumer Not a “Statistic” 


Miss Woody, in representing the 
consumer, pointed out that the latter 
is too often viewed as a statistical 
figure on a chart rather than as an 
actual flesh and blood housewife. 

Referring to the findings. of 
McCall’s research workers, she said, 
“We have found that women are 
idea hungry. They want news, 
something which they can translate 
into their own needs that same 
night. Women do not plan as well 
as they ought to. They know this 
and are open to persuasive help.” 

The variety available in canned 
foods was set forth by Miss Woody 
as a selling theme which she said 
had been too often overlooked by 


advertisers in favor of “ready to 
serve” copy. Another suggestion 
voiced by Miss Woody was that 


canned foods advertisers stress that 
their product is available “at the 
peak of its flavor,” rather than say- 
ing that it was “as good as fresh.” 
“Dr. Lueck discussed the strides 
made by the canning industry and 
asserted the big task facing the in- 
dustry now is to convince the house- 
wife that commercially canned foods 
are the “only actually safe variety 
for her to use.” Future problems of 
the industry will include more at- 
tention to the quality and color of 
preserving foods and to improve: 
ment in methods of sterilization 
which this will require. 


Wales Gets Breeze 


Breeze Corporation, Inc., Newark, 
N. J., manufacturer of airplane con- 
trols and other materials and acces- 
sories for aircraft, has named Wales 
Advertising Company, Inec., New 
York, to handle its advertising. Avia 
tion publications will be used. James 
A. Wales, Jr., is account executive. 


CREATIVE ART 


“Ideas That Sell’ 


Unique Art Studio, Inc. 
Chicago, Ill. Webster 7596 
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STANDARD OIL 
SYMPHONY ENDS 
ITS TENTH YEAR 


School Broadcast Almost As 
Old and Successful 


San Francisco, Sept. 30.—With its 
hroadeast to a Pacific Coast NBC au- 
dience tonight, the Symphony Hour 
y¢ Standard Oil Company of Califor- 
nia completed 10 years on the air. 
Its little brother, the Standard 
school broadcast, which has made a 
sensational success by breaking 
through the barriers placed in the 
way of sponsored programs by edu- 


§ -ational institutions, is almost as old. 


Stor school children. 


)were equipped to receive 
Pcation. 


The Standard Symphony Hour is 
the same today as when it was in- 
itiated 10 years ago, featuring some 
of the finest music ever written, 
though steadfastly avoiding scores of 
the highbrow type. Such famous 
conductors as Alfred Hertz, Pierre 
Monteux and Issay Dobrowen have 
journeyed to San Francisco to direct 
the Standard Symphony Hour, while 
from time to time other orchestras 
have been used with conductors such 
as Otto Klemperer and Arthur Rod- 
zinski in Los Angeles; William van 
Hoogstraten in Portland and Basil 
Cameron in Seattle.* At other times 
non-professional symphony orchestras 
were presented. 


Program for Schools 


The program was inaugurated as a 
weekly feature in 1927 and was soon 
followed by a companion broadcast 
Standard school 
broadcasts consist of musical lectures 
released throughout the Pacific Coast 
school hours. The_ school 
introduction 
The stories 
the composers endeavor to tell in 
music and how they do it are dis- 
cussed and illustrated by examples. 

Ten years ago less than 100 schools 
radio edu- 
Today thousands on the Pa- 
cific Coast are equipped for such ex- 
tra-curricular activities and in addi- 
tion, set aside special time for the 
purpose. Standard Oil believes that 


no less than 350,000 students on the 


iT 


heal 


» Pacific 


» other 
' > shortly when the program is extend- 


Coast listen weekly to the 
school broadcasts. At the same time, 
16,000 teachers possess manuals pre- 
pared by Standard Oil of California 
to aid them in instilling in their pu- 
pils an appreciation of music. An- 
100 schools will be added 


ed to Honolulu. 

Artistic integrity of the complete 
series is recognized by four Pacific 
Coast universities, which give credits 
for completion of the Standard 


) courses, 


The program which tonight marked 


‘the completion of 10 years by the 
'Standard Symphony was a special 


me, but it 


indicates the type of 


| PHOTOMATS 


Glossy 
Prints, 
too! 


» all-photo advertising service for all 
wl business. For trade publications, 
ier Organs, tabloids, newspaper ads, sales | 
akg broadsides or booklets. PHOTOMATS | 
ne 100 high class photographic eye catch- | 
An monthly tn ready-to-use-mats for only $5. 
mod Sizes and subjects. New York’s best 

els. Write for free proofs—no salesmen. 


10 E. 38th Street, New York City 


music the company has succeeded in 
popularizing, at least among the 
younger generation. It included 
such masterpieces as “The Valkyrie: 
Ride of the Valkyries,” by Wagner; 
“Symphony No. 8 in F,” by Bee- 
thoven, and “Elegie,” by Faure. 
While MeCann-Erickson, Inc., the 
agency, merely lays claim to the com- 
pletion of 10 years by a single pro- 
gram on the same network, the sta- 
tistics could be expanded without dif- 
ficulty, as the symphony idea was de- 
veloped in 1926 and ran over other 
networks for various periods. 


Jeffers to Seeds 


Raymond E, Jeffers has joined Rus- 
sel M. Seeds Company, Chicago, in 
charge of new business. 


The Detroit News 
\ Vew. PICTORIAL 


...-- In Gonvenient Tabloid Form 


In keeping with the popular trend of presenting NEWS PICTURES that tell stories, or 
serialized features and continued stories in picture form, the Detroit News introduces to the 
newspaper readers of America's fourth market its NEW Pictorial ROTOGRAVURE Magazine in 


New Stress on 
Sales Training 


Urged by Rhed 


York, Sept. 28—Claiming 
that sales engineering is 20 years 
behind other phases of industrial 
operation, F. M. Rhed, Eastern sales 
manager, The Hoover Company, 
East Orange, N. J., urged executives 
today to pay more attention to the 
selection, training, direction and in- 
spiration of their sales forces or else 
suffer the consequences of financial 
waste, lowered sales and industrial 
decline, 

Speaking before the Sales Execu- 


New 


convenient tabloid format. 


To advertisers this NEW ROTOGRAVURE section of The Sunday Detroit News offers a volume 
of reader-interest which is possible only when the universal appeal of intensely interesting 
pictures is combined with the exceptional printing qualities of ROTOGRAVURE! Furthermore it 
offers a WAITING AUDIENCE, each Sunday, of over 383,000 Detroit and Michigan families— 
well over a million people—who, already, have made The News their HOME newspaper and 


tives Club at the Hotel Roosevelt, 
Mr. Rhed, associated for more than 
a score of years with a company 
noted for the scientific training of 
a consistently successful sales de- 
partment, drew a parallel between 
the rise and fall of nations and com- 
panies, both of which he claimed 
flourished ‘under intelligent leader- 
ship of a disciplined following and 
which inevitably declined when 
these factors were lacking. 


Lists Five Essentials 


Scoring the hit-and-miss 
of choosing salesmen, the speaker 
noted five “eye’’ elements to look 
for in evaluating applicants: indus- 
try, “horse-sense” intelligence, in.- 
tegrity, intention, or ambition, and 


method 


intestinal fortitude. He claimed that 
it was possible to judge men cor- 
rectly by these standards and win- 
now the majority of the unfit within 
a period of two weeks. It has been 
the experience of the Hoover com- 
pany that as high as 40 per cent of 
those accepted for training would be 
dropped within a_ period of six 
months, the latter period being espe- 
cially necessary to test some men’s 
“industry” performance. 


No “Born” Salesmen 


Ridiculing the idea that there are 
“born” salesmen any more. than 
there are born doctors or lawyers. 
he emphasized the necessity of 
building training around individuals 
rather than making individuals con- 
form to routinized courses. 


who look upon it as their most helpful shopping guide. 


The tabloid page size of 1050 lines offers advertisers full page attention value at considerable savings 


The Detroit News 


THE HOME 


NEWSPAPER 


Alunmources 
ROTOGRAVURE 


New York, |. A. KLEIN, Inc. 


Chicago, J. E. LUTZ 
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Break for Pup; 


Ween Added To 
Dog Food Menu 


Cleveland, Sept. 29.—National dis- 
tribution and advertising for another 
product in the already substantial list 
of dog foods was undertaken this 
week with the launching of a drive 
for “Ween,” milk product made by 
Life Products, Inc. 

Said to be highly fortified with vi- 
tamins, the product is being promot- 
ed as a substitute for natural milk 
for nursing pups. It will be sold 
through drug stores, food shops and 
veterinaries. 


Aimed at Veterinarians 


Copy stressing the product’s value 
as a food for dogs of all ages will be 
directed to veterinarians, breeders 
and professional dog handlers. Con- 
trasting studies of puppies will be 
offered to prove the benefits of Ween. 

Present advertising appears’ in 
American Kennel Gazette, Dog World, 
House and Garden and Veterinary 
Medicine. In addition to magazine 
copy, direct mail and co-operative 
newspaper insertions are on the pro- 
gram. Campbell-Sanford Advertising 


Company is the agency in charge. 


RESULTS TOLD 


Puppies Thrive wr Grow aa 


WEEDS os 6 emeebc replacement bor tei t 


~ 


+ oe « table le 
, — © ones m orc Nowe the © 
lesenbiad ves. wee 
wwe rh afore O84 teins more chert epprerence of the WEEN 
a ted toe 
D Life Products, me. Pee 8 ars 
WNC. CLEVELAND, OHIO 


Life Products, Inc., Cleveland, gives case 
histories in copy for its new product, 


Strathmore Paper Company, West 
Springfield, Mass., manufacturer of 
bond, writing, book and cover papers, 
has appointed Abbot Kimball Com- 
pany, Inc., New York, to handle its 
advertising. 


“Journal” to Ward 


James A. Ward Company, Chicago, 
has been appointed Western adver- 
tising representative of Tourist Court 
Journal, Temple, Tex., trade chron- 
icle of Canada, Mexico and the 
United States. 


FACTUAL GAUGE 
FOR LEGIBILITY 
OF TYPE SOUGHT 


Mergenthaler Launches Study 
to Lay Scientific Base 


New York, Sept. 30.—Scientific 
facts regarding the legibility of type 
faces will be sought by Mergenthaler 
Linotype Company as a guide to- 
ward future typographical develop- 
ment and as a means of clarifying 
“the many beliefs, hazy traditions 
and mere habits of type image which 
characterize modern practice in the 
graphic arts,’ Harry L. Gage, vice- 


president in charge of sales, an- 
nounced this week. 
A long range “research in read- 


ability” program has been under- 
taken with Dr. Matthew Luckiesh 
and Frank K. Moss, prominent sight 
measurement technicians, in charge, 
Mr. Gage said. The ultimate aim 
of the project, he added, is to estab- 


To sell your product in 
a magazine with 3 times the coverage of 
the Saturday Evening Post 


—_— 


THE SATURDAY 
EVENING POST 


¥ 
\ 


England... 


ae 


ol 


THE SATURDAY EVENING POST r 


da 


peak circulation of 3,227,471, 1 in 10 of all the 
families in the U.S. A. The Saturday Evening Post 
selis its space on a rate base of 2,700,000. 


a THE RADIO TIMES has achieved a peak circulation of 3,540,547, 
1 in 3 of all the families in Great Britain—a coverage three 
times that of the Saturday Evening Post! The Radio Times sells 
its space on a guaranteed circulation of 2,800,000. 


If you are in the 
English market—make sure you have 
the “Radio Times’ on your list 


NLY thirteen years ago, the 

first number of the ‘Radio 
Times” made its appearance. To- 
day, the “Radio Times”’ can quote 
the astonishing peak circulation of 
3,540,547 copies, but it still sells on 
a guaranteed net weekly sales of 
2,800,000. 

What ts the reason for this success? 
The “Radio Times” satisfies a real 
need. Published by the British 
Broadcasting Corporation— which 
controls every broadcasting sta 
tion in Great Britain—the “Radio 
Times” is the only publication al- 
lowed to print full details of the 
entire week’s radio programme in 


advance. This means that every 
issue of the “Radio Times” is read 
day by day for a whole week. 
And what sort of people read the 
“Radio Times’? People who have 
money to spend. Actually more 
than 1,000,000 well-to-do families 
take the ‘““Radio Times”’ every 
Friday. This is more than any 
other publication in Great Britain. 
Although the “Radio Times” ad- 


vertising income has increased 


RADIO TIMES 


GUARANTEED AVERAGE NET WEEKLY SALES 
2,800,000 
Members ef the Audit Bureau ef Cirevietions 


enormously during the last five 
years, as a matter of policy, the 
total volume of advertising pub- 
lished has not been allowed to in- 
crease. This means that the “Radio 
Times” protects you, the adver- 
tiser, from crowded positions, from 
too much direct competition, and 
the evils of unethical advertising. 
If you are selling in the British 
market, then you should be adver- 
tising in the “Radio Times.” Write 
for full information to: The Adver- 
tisement Director, British Broad- 
casting Corporation Publications, 
Broadcasting House, Portland 
Place, W.1, London, England. 


_| program will cover such problems as 


PLUS COPY 


& Maine Railroad gets some 


Boston 

extra-curricular promotional help from 

its crossing tender, Gilbert E. Lame, who 

created these signs, directed to motor- 
ists who pass his way. 


lish a scientific basis for typographi- 
cal development through a correla- 
tion of research and experience. 
“During some 50 years the occa- 
sional pronouncements on types and 
reading habits have made scant im- 
pression on practical printers and 
publishers,” Mr. Gage said. “Formed 
by men who were too often remote 
from the printers’ point of view and 
expressed in terms unrelated to 
printers’ units of measurement, the 
bibliography of this entire field is re- 
plete with conclusions that have 
hitherto had little influence on any 
development of science in type de- 
sign and typography. 


Outlines Program Scope 


“Meantime the pronounced pro- 
gress through the years in develop- 
ing more legible type faces has been 
achieved through the application of 
skill and experience. In other words, 
rule-of-thumb methods, rather than 
scientific data have guided type de- 
signers and typographers.” 

General scope of the Mergenthaler 


the following: 
1. Type use: ideal length of line 
for a given body size and the effect 
of leading between lines. 
2. Design characteristics: speed 
of fatigue factors for Roman capi- 
tals, Roman lower case, small capi- 
tals, italic lower case and italic capi- 
tals, all of one face. Also, compari- 
son of major classifications including 
oldstyle, modern, sanserif, square 
serif, and typewriter. Consideration 
will also be given to comparisons of 
newspaper body faces, text book 
faces, reference book faces, publica- 
tion typography and typewriter re- 
production. 

3. Printing conditions: compari- 
sion of black with colors for printing 
on white paper: effects of toned pa- 


pers; reverse type (white on dark 
background): comparison of paper 
surfaces. 
Apparatus Plays Part 
“Research workers avoid = more 
than one variable factor in making 
comparisons,” Mr. Gage said. “All 


the foregoing conditions may affect 
just one typographic project in prac- 


tical work. But we must patiently 
undertake the measurement of one 
factor at a time to be certain of the 
results. Thus, this program must 


extend over a long period. and con- 
clusions cannot be expressed at too 
early a stage.” 

At the outset four principal pieces 
of apparatus, all devised or adapted 
by Doctor Luckiesh and Mr. Moss, 
will be used. They include the visi- 
bility meter; speed of reading ap- 
paratus; ergograph, used to measure 
eye fatigue; and electromyograph, 
used to record the movement of eve 
muscles. 

While it is obvious that the visi- 
bility of a given type face increases 
as the size of the character in- 
creases, Mr. Gage pointed out, the re- 
lationship between size and visibility 
as appraised by the human eye is 
not an obvious one. For example, he 
cited an experiment conducted re- 
cently by the sight technicians to 


discover how much more visible a 
12 point Bodoni Book is than a cor. 
responding 6 point type. They found 
the 6 point Bodoni Book to be ag 
visible as the 12 point type when 
the intensity of illumination upo»y 
the smaller type is about three angq 
a half times that upon the large, 
type. This was determined by the 
visibility meter. The relationship 
between type size and illumination 
in other sizes of Bodoni Book wag 
charted as follows: 

Five footcandles on 12 point type 
equalled the visibility of 7 foot. 
candles on 10 point; 10 footcandles 
on 8 point; 17 footcandles on 6 point 
Ten footcandles on 12 point type 
equalled the visibility of 15 foot. 
candles on 10 point; 21 footcandles 
on 8 point; 36 footcandles on 6 point. 
Twenty footcandles on 12 point 
equalled the visibility of 28 foot. 
candles on 10 point; 42 footcandles 
on 8 point; 68 footcandles on 6 point. 
Fifty footcandles on 12 ~~ point 
equalled the visibility of 71 foot. 
candles on 10 point; 93 footcandles 
on 8 point; 167 footeandles on § 
point. 

It was pointed out that the obser. 
vations were based on paper, ink and 
printing of the same quality. The 
footcandle, used as the unit of illu. 
mination measurement, denotes the 
intensity produced when an ordinary 
candle is placed one foot away from 
a given surface. If the candle is re. 
placed by a 40-watt lamp, the illumi- 
nation on the surface will be about 
35 footcandles. Outdoors on a sunny 
day the illumination may be as high 
as 10,000 footcandles. 


Southwestern School of 


Broadcasting Opened 


The Southwestern School of Radio 
Broadcasting, sponsored by Butler 
Recording Studios, opened Oct. 1 in 
the Melba bldg., Dallas. Classes in- 
clude microphone technique, produc: 
tion and direction, radio diction, 
script writing and vocal accompani- 
ment. 

The school is said to be the first 
in the Southwest to teach radio broad- 
casting from the artist’s standpoint. 
Lasting two months, the courses will 
include both lectures and laboratory 
work. 


WMCA Leases Studio 


in Expansion Program 


Station WMCA, New York, has 
signed an eight-year lease for 30,000 
square feet of space, Donald Flamm, 
president, has announced. 

The new quarters, to be known as 
the WMCA building, are on Broad- 
way from 5lst to 52nd streets and 
will be ready for occupancy by Jan. 
1, 1938. A broadcasting amphithea- 
ter with seating capacity for 300 peo- 
ple is one of the features. 


Hoyne Named President 


Dennis F. Hoyne, Cleveland, was 
elected president of the International 
Association of Electrotypers and 
Stereotypers at the convention in 
Battle Creek, Mich., last week. 


Gets King Account 


Charles L. King, New York, manu 
facturer of men’s leather goods, has 


appointed Gussow, Kahn & Co., Inc 
New York, to handle its advertising 


On Lithographed Letterheads 


In today’s rapidly changing business worl! 
first impressions are becoming more *" 
more important. That is one reason why’ 
well designed Lithographed Letterhead is’ 
superb investment. Yet, there is no need " 
pay a high price for a modern, well desig™ 
letterhead, in fact we offer you prices 
challenge comparison! Send for our ne¥® 
Portfolio of samples and our price-list 
see for yourself why alert buyers all ov” 
the nation have learned that it pays " 
order from Universal. Write today! Or * 
tach this advertisement to your business !# 
terhead and mail it to us—the Portfolio ty 
go forward to you FREE and without obli 
gation. 


Universal Litho & Stationery Co. 
4317 Diversey Ave. Chicag® M 
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NRDGA COUNSEL 
CITES ‘ACTUAL’ 
PRICE PROBLEM 


Fox Tells of Contractual 
Hurdles in New Law 


Philadelphia, Sept. 28.—Manufac- 
turers availing themselves of the law 
to set “minimum” prices may face a 
drastic revision of their present ad- 
yertising methods in order to prove 
that they are not, in reality, fixing 
“actual” prices, Irving C. Fox, coun- 
se] for the National Retail Dry Goods 
Association, told Chamber of Com- 
merce members at a luncheon meet- 
ing here yesterday. 

Mr. Fox warned that a manufac- 
turer who states in his contract with 
retailers that the price is a “mini- 
mum” price and then “makes it ab- 
solutely impossible to sell the mer- 
chandise at a higher price than the 
price fixed” is risking penalties of 
the Sherman Act. 

Discussing the Tydings-Miller bill, 
Mr. Fox said, “Two decidedly im- 
portant questions must eventually be 
determined by the courts. These are 
—what is a minimum price, and 
when are commodities in open com- 
petition with similar commodities of 
the same class.” 


Razor Gives Example 


As an example of the former, he 
cited a safety razor manufacturer 
who advertises his product to retail 
at 49 cents and supplies display ma- 
terial on which the price is featured. 

“After giving such wide publicity 
to the price at which this razor is to 
be sold,” Mr. Fox asked, “can this 
manufacturer enter into a contract 
under the amended Sherman act, and 
merely by stipulating in this contract 
that 49 cents is the minimum price, 
evade the provisions of the act, he 
having by his own practices made it 
absolutely impossible for anyone to 
sell that razor at a lower price than 
49 cents and without question also 
made it impossible to sell it at a 
higher price?” 

Mr. Fox pointed out that the law, 
which permits fixing of “minimum” 
prices only on competitive commodi- 
ties, may have a direct effect upon 
such a group as the book publishers. 

“With what book is ‘An American 
Doctor’s Odyssey’ in competition?” 
he asked. “If I desire to read this 
took and find the price too high, 
what book could I read which would 
take its place and which I could pur- 
chase in competition? The answer is 
obviously ‘no book.’ ” 


Questions Dual Monopoly 


Mr. Fox questioned the legality of 
the dual monopoly established in the 
book business, first the protection and 
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ELIZABETH IS A 
LIBERAL SHOPPER 
Elizabeth families spend 
$26,732,000 a year for 
food. as Ae,» 
Elizabeth families spend — 
$12,596,000 a year for 
automobiles and auto- 
‘motive ‘needs. 


Elizabeth families spend 
$4,685,000 each year for 
clothing and footwear. 


Slizabeth Daily Journal 
Only Deily Paper in Elizabeth, N. J. 
Represented by 


CHAS. H. EDDY CO., Inc. 
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monopoly effected by copyright and 
then of the control of price from pub- 
lisher to consumer by means of con- 
tracts. 

“If this is permitted,” he said, 
“what is the significance of the ‘mini- 
mum-price’ provision of these laws? 
With practically every book stamped 
with a retail price of $2, $2.50 or $3, 
what purchaser would pay more than 
such a price affixed to the book by the 
publisher?” 

Still another obstacle was seen by 
Mr. Fox in the fact that of the 42 
states with fair trade laws, only 26 
qualify under the Tydings-Miller law 
by limiting resale prices to a mini- 
mum and not an actual price. 

“Will it be possible,” he questioned, 
“to fix an actual price in one state 
and to call the same price a minimum 


price in another state, particularly in 
the instance of nationally advertised 
products?” 

Mr. Fox stressed the importance of 
retailers using every proper means to 
establish the intrastate nature of 
their business and to resist control 
by administrators whose jurisdiction 
is not qualified. 


Trade Practices Act 
Under Test in Michigan 


Sperry & Hutchinson, New Jersey 
company selling discount stamps, 
and Broock & Ederle Company, Grand 
Rapids, Mich., have filed suit against 
the state of Michigan in Kent county 
circuit court questioning legality of 
that portion of the state’s trade prac- 
tices act which prohibits giving trad- 
ing stamps with purchases. 


All-Year Club 


Copy Embraces 
Business Story 


Los Angeles, Sept. 30.—Diverse 
business and cultural activities will 
get new emphasis in the All-Year 
Club of Southern California campaign 
to be launched in October, it was an- 
nounced today. 

While the basic story of Southern 
California’s resort attractions will be 
maintained, copy will be given a new 
slant with presentation of varied 
commercial developments in the area 
including the fields of entertainment, 
art, science, music, sport, style, and 


architecture. The campaign will be 
directed to the winter vacationists. 

National magazines to be used in- 
clude the Atlantic Monthly, Collier’s, 
Cosmopolitan, Harper’s Bazaar, Life, 
National Geographic, The New 
Yorker, The Saturday Evening Post, 
Scribner’s and Vogue. 

Larger space and more color will 
likewise feature the forthcoming 
campaign. Lord & Thomas is the 
agency in charge. 


Elsa Smith Advanced 


Elsa Smith, second vice-president 
of the Women’s Advertising Club of 
Chicago, has been appointed office and 
credit manager of the Western office 
of Macfadden Publications, Inc., Chi- 
cago. 
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Macy Gives Consumer Trade 
Copy View in Price Attack 


New York, Sept. 29.—The recent 
pronouncement of Pepsodent Com- 
pany, that it had contributed $25,000 
“for the sole purpose of securing the 
passage of a National Fair Trade 
Enabling Act,” was seized upon this 
week by R. H. Macy & Co. as ammu- 
nition in its battle to convince con- 
sumers that the inevitable result of 
the Tydings-Miller bill and state fair 
trade legislation must be increased 
prices on nationally advertised mer- 
chandise. 

Although deleting the name of 
Pepsodent because “Macy’s has no 
quarrel with any individual manufac- 
turer,” the store reproduced the en- 
tire dentrifice advertisement which 
recently ran in drug trade papers 
proclaiming that Pepsodent “bet 
$25,000—and won!” Attention of 
consumers was directed to the fact 
that Pepsodent “dealers make. a 
higher profit on its dentrifices than 
on any of the seven leading adver- 
tised brands.” 

“And the Consumer Pays the Bet!” 
was the seven-column headline that 
dominated the advertisement. The 
text went on to trace the average 
rise in prices for various advertised 


products sold by Macy’s between 
March 9, when the Feld-Crawford 
act became effective, and Sept. 1. 
Figures were cited as follows: 

Cosmetics, 1,124 items rose 8.6 per 
cent; 360 drug articles, 15.7 per cent; 
168 liquor items, 12.4 per cent; 709 
book titles, 17.4 per cent; and 241 
miscellaneous articles, 20.2 per cent. 

Asserting that the trade paper ad- 
vertisement reproduced “wasn’t in- 
tended for the consumer’s eyes, but 
is a straw to show which way the 
wind blows,’ Macy’s lashed out 
against “laws which prevent the con- 
sumer from buying freely, in natural 
competition.” Inroads upon the con- 
sumer pocketbook will continue to 
spread, the copy went on, unless “re- 
tailers realize that laws that promise 
to yield a higher percentage of profit 
cannot make good if they actually 
reduce the number of articles the 
consumer can afford.” 


Morse to B-S-H 


John B. Morse has joined Blackett- 
Sample-Hummert, Inc., Chicago, as 
account executive. He has been with 
Lord & Thomas, Chicago, for the past 
three years. 


STORE EXPERTS 
GIVE CONSUMER 
SHOPPING FACTS 


New Volume Urges Buyers 
to Help Raise Standards 


New York, Sept. 30.—Recognition 
of a “rising tide of intelligent con- 
sumer interest” this week resulted in 
publication of “The Shopping Guide,” 
in which 18 outstanding buyers, mer- 
chandise managers and research ex- 
perts in some of America’s greatest 
department stores have collaborated 
to offer consumers first-hand, prac- 
tical facts about the quality, con- 
struction, durability and identifying 
marks of merchandise generally un- 
known to the average shopper. E. B. 
Weiss, vice-president of Grey Adver- 
tising Agency, edited the volume, 
which bears the imprint of Whittle- 
sey House, McGraw-Hill Book Com- 
pany. 
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SEED TRADE NEWS 


A publication with a fat batting average 
earned by stepping up there once a 
week—and delivering. 


Yes sir! You’ve got to have something to stay 
long in the Trade Paper League. 
NEWS has been in there for 14 years because it 
has . .. complete coverage, an alert editorial 
policy, accurate reporting from all sections, and 
timeliness (the only weekly in a field where vital 
trade factors change rapidly). 


SEED TRADE 


> 


SEED TRADE NEWS is one of 71 important pub- 
lications printed by the Printing Products 
Corporation. Their scope of influence extends 
into nearly all of the business and professional 
fields in America. 


We believe our cooperation with these publishers 
is a valuable aid to their success as measured by 
reader interest and advertisers’ results. 


Certainly, our modern equipment and our efh- 
cient organization trained to produce this volume 
make it possible for buyers of catalogs, books 
and general printing to get an extra measure of 


value at no additional cost. 


No. 10 in @ series featuring our 
products. Thus we strive to pre- 
sent visual evidence of what we 
are doing to prove our ability to 
produce effectioe printing for 
you. 


PRINTING 


Investigate this possibility. Send specifications 
for any printing requirement. Our prompt reply 
will probably contain a pleasant surprise. 


PRODUCTS CORPORATION 


National Printing Service 


124 WEST POLK STREET 33 


WABash 
8 0 


CHICAGO, ILLINOIS 


—— 


MECHANICAL PROBLEMS ARE AIRED 


Cranston Williams, secretary-manager of the Southern Newspaper Publishers’ 

Association, gives voice to some of the mechanical problems presented before 

the Association's first annual mechanical conference, staged in Birmingham. 

Frederick K. Forstall (center), mechanical superintendent of the New Orleans 

Times-Picayune, and Victor H. Hanson, chairman of the board of the Birmingham 
News and Age-Herald, give close attention. 


non-technical vein, the text is a 
strong contribution to the effort on 
the part of both manufacturers and 
retailers to convince the consumer 
that all merchandising is really not 
a dark plot to soak the unwary. 
Down-to-earth tips are offered by 
the respective experts in contrast to 
alarmist outcries of many self-ap- 
pointed guardians of the consumer’s 
welfare. The frankness with which 
the contributors discuss their sub- 
jects serves to take the play away 
from the critics of advertising and 
substitute constructive, helpful buy- 
ing suggestions for indefinite, de- 
structive taboos. 


Asks Buyer Co-operation 


Admitting that infallibility is not 
yet the identifying mark of all retail 
operations, “The Shopping Guide” 
insists that the consumer himself 
has an obligation to perform when 
he meets with dissatisfaction in 
either merchandise or service. That 
obligation, it is pointed out, is to 


let the store know that all is not 


well. “Do not suffer in silence,” 
consumers are urged, “nor complain 
to the world at large. Better, take 
the goods back to the store from 
which they were bought. Such re- 
turn of merchandise and the state- 
ment of your grievance offers the 
reliable merchant his only oppor- 
tunity to prove that he is indeed 
reliable.” : 

“The only r@al hope for the future 
of intelligent consumer buying is 
twofold,” the guide declares. “Be- 
fore the purchase there must be co- 
operation of manufacturer, adver- 
tiser, retailer and consumer to build 
for définite standards, adequate label- 
ing, honest advertising and, when the 
system occasionally breaks down, 
there must be an equally friendly 
get-together on the part of those 
concerned to repair the damage.” 


Experts’ List Broad 


Contributors to the guide include 
Richard Rodman, research director, 
Bloomingdale’s, New York, furni- 
ture; Sol M. Bersch, Abraham & 
Straus, Brooklyn, floor covering; 
George E. Debus, Ed. Schuster & 
Co., Milwaukee, silverware; James 
L. McNair, Strawbridge & Clothier, 
Philadelphia, shoes; Frances Mac- 
Donald, Stern Brothers, New York, 
handbags; Joseph H. Appel, John 
Wanamaker, New York, men’s cloth- 
ing, shoes and hats; I. S. Fitzgib- 
bons, J. L. Hudson Company, De- 
troit, textiles; Aaron B. C. Kirby, 
Kirby Block & Co., New York, 
sheets and blankets; Chas. E. Snell, 
president, The Jones Store Company. 
Kansas City, table linen and towels. 

W. A. Ricker, divisional merchan- 
dise manager, The Boston Store, 
Milwaukee, china and glassware; 
M. L. Yager, J. L. Hudson Company, 
Detroit, corsets; Charles Pollock, 
Rich's, Atlanta, millinery; Florence 
S. Tarrson, Mandel Bros., Chicago, 
intimate wear; Edgar M. Bank, 
James McCreery & Co., New York, 
luggage; Herbert M. Heyman, mer- 
chandise manager, Kauffmann’s, 
Pittsburgh, gloves; Jerome K. Ohr- 


bach, general merchandise manager, 
Ohrbach’s, New York and Newark, 


women’s and children’s ready-to- 
wear; and Emma Lee, The May 
Company, Denver, furs. Ephraim 


Freedman, director, bureau of stand- 
ards, R. H. Macy & Co., New York, 
contributes an introduction. 


Ed Thorgersen Signed 


Ed Thorgersen, sports commentator 
for Fox-Movietone and NBC, has 
signed to give sports news flashes in 
conjunction with the Sun Oil Com- 
pany’s radio program. He will be 
heard each Friday and Monday night 
beginning Oct. 1 as part of the Lowell 
Thomas news program. Roche, Wil- 
liams & Cunnyngham, Inc., Philadel- 
phia, is the agency. 


HUSKING CON- 
TEST IS ONE 
MONTH AWAY 


The Fourteenth National 
Cornhusking Contest is 
now less than a month 
away. On November 4 
this great event, with ex- 
pected visitors number- 
ing 110,000 or more, will 
be held near Marshall, 
Mo., in the heart of the 
nation’s corn belt. 


October 12 is the closing 
date for the big Corn 
Husking Issue of The 
MISSOURI RURALIST. 
Ahalf-page advertisement 
in this number entitles 
the advertiser to Free 
Exhibit Space at the 
scene of the contest. 


There is still time to re- 
serve space in this un- 
usual, all-rotogravure 


issue. 


MiSSOUT 
“~~ RURALIST 


Publication and Business 0 
‘Topeka, Kan. | 
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THEATRICS KEY 
ACTIVITIES OF 
DMAA CONCLAVE 


Cleveland, Sept. 29.—Theatrics will 
he given a prominent place in the 
convention of the Direct Mail Adver. 
tising Association, to be held here 
Oct. 13-15, it was revealed today with 
announcement of details of the pro- 
cram, Which features a_three-act 
drama on the theory, practice and re- 
sults of direct mail showmanship. 

The conclave will depart from the 
customary routine of speakers, reso- 
lutions and addresses of welcome in 


favor of a program which casts both 
direct mail users and suppliers in 
star roles. 


Act one, the “Theory of Showman- 
ship in Direct Mail,” will feature 
such notables as H. G. Weaver, di- 
rector of customer research, Gen- 
eral Motors Corporation; Elmer 
Wheeler, president of Tested Selling, 
Inc.. New York; and William Long- 
year, supervisor of advertising de- 
sign, Pratt Institute, Brooklyn, in a 
presentation of five scenes. 

Act two, “The Analysis and Prac- 
tice of Showmanship in Direct Mail,” 
is scheduled for the second day 
under the direction of Zenn Kauf- 
man, author and sales counselor. In 
the cast for this division are Theo- 
dore Wood, director of advertising, 
American Bemberg Corporation, New 
York; H. W. Fortey, director of ad- 
vertising, The Warner & Swasey 
Company, Cleveland; Dale D. Kar- 
staedt, advertising manager, National 
Enameling & Stamping Company, 
Milwaukee; Dan D. Halpin, vice- 
president, acousticon division of 
Dictograph Products Company, Inc., 
New York; Malcolm G. Rollins, 
Cosmopolitan magazine, New York, 
and Elmire Goldthwaite, advertising 
director of Sherman, Clay & Co., San 
Francisco, 


“Results” in Third Act 


Others on this program include 
William R. McHugh, Jr., advertising 
manager of Godchaux’s, New Orleans, 
and E. P. H. James, advertising and 
sales promotion manager, National 
Broadcasting Company, Inc., New 
York. 

The “Results of Direct Mail Show- 
manship” will be portrayed by S. C. 
Bray, sales promotion manager, 
Pontiac Motor division, General 
Motors Sales Corporation; John Man- 
nion, advertising manager of Auste- 
nal Laboratories, Inc., Chicago; L. 
Rohe Walter, advertising manager of 
The Flintkote Company, New York. 


Frederick Heitkamp, American Type 
Founders Sales Corporation, and 
Karl Koerper, DMAA vice-president, 
will direct this last act. 


“Old-timers” Reunion 


There will be a 20th reunion of 
“old-timers” on Oet. 13 and a break- 
fast for the same group on Oct. 14 
with Homer Buckley of Buckley, 
Dement & Co., Chicago, presiding. 
John A. Smith, Jr., of Frank E. Davis 
Fish Company, Gloucester, Mass., 
will preside at a luncheon and round 
table discussion Oct. 14 devoted to 
direct selling. Kennetn Goode, of 
Ryan, Leach & Goode, sales engi: 
neers, New York, is chairman of the 
program committee. The Carter 
hotel will be the scene of the con- 
clave. 


New York Curb 
Breaks Silence 
With Brochure 


New York, Sept. 30.—Joining the 
growing list of businesses which are 
making new efforts to acquaint the 
public with internal business opera- 
tions, the New York Curb Exchange 
has issued a 54-page brochure, de- 
picting operations and scope of the 
securities mart. 

Preparation of the brochure, first 
of its kind to be issued by the Curb, 
was handled by the committee on 
public relations and resulted from 


demands of more than 13,000 annual 
visitors and others interested in how 
securities exchanges operate. 

Defense of exchange organizations 
is made in a six-line foreword which 
declares that “a securities exchange 
is an integral part of the financial 
mechanism of the modern state” and 
is an invaluable aid to trade and 
commerce in stimulating the flow of 
capital into industry by attracting 
funds from various sources. 


Field Is Limited 


‘However, the text itself is entirely 
devoid of apologetics or propaganda, 
the material being limited strictly to 
a history of the exchange and a 
description of its composition and 
activities. Officials pointed out that, 


unlike the New York Stock Ex- 
change, the Curb tends to be used 
almost exclusively by brokers and 
consequently has much less direct 
contact with the broad investing 
public. That the Curb is not a 
“small” affair, however, is evidenced 
in the statement that in active mar- 
kets its annual clearance of stocks 
reaches 150,000,000 shares, with a 
cash value of more than $1,000,000,- 
000 and that its current personnel is 
approximately 900. 


Located in Libraries 


While distribution of the brochure 
will not be pressed, it will be sent 
free on request to any one desiring 
it and additional value is expected 
through placement in libraries. 


More passenger cars are 
registered in Los Angeles 
County than any other 
county in the United 
States*. The combined 
passenger car registration 
of the five counties that 
form New York City do 
not equal the registration 


of Los Angeles County. 


A PROFITABLE Market 


Excellent highways and climatic conditions that 
permit driving 365 days a year make this area 
a “white spot” for new car sales. Last year 73 
per cent of all new car sales in the entire 11 
Southern California Counties were made to Los 
Angeles County residents. For automobiles and 
other products, the Los Angeles market ranks 
among the first four in the nation! 


MORE AUTOMOBILES csi. .cne cnn. 


*Automobile Registration-Con- 
sumer Market Data Handbook, 
Dept. of Commerce, 1936. 


PRODUCTIVE Medium 


In the rich Los Angeles city market 3 out of § 
families are regular readers of The Evening Her- 
ald and Express. This newspaper goes into 
OVER 100,000 MORE Los Angeles homes than 


the next local daily. 


Because of this near- 


blanket coverage, The Evening Herald and Ex- 
press carried MORE new car advertising during 
1936 than did the next two daily newspapers 


combined! 


The No. 1 Choice of Advertisers and Readers 
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Cartoon Strip 
Features Bank 
Auto Loan Copy 


Portland, Ore., Sept. 30—A new 
wrinkle in bank advertising is being 
presented with use of cartoon se- 
quence copy by the First National 
Bank of Portland in newspapers 
throughout the state to promote the 
bank’s “cash buyer plan” for auto- 
mobile purchasers. 

The “cash buyer plan” campaign 
was launched here in the spring with 
large newspaper space, street car 
cards, and counter displays which 
were relatively informal. The car- 
toon strip copy adds an even more 
informal touch to the promotion with 
the “cash buyer plan” medallion con- 
tinued as a recognition feature. 

Under the plan, the bank’s cus- 
tomer provides one-third of the price 
of any new or used car under three 
years old, with the one-third repre- 
sented by either cash or trade-in 
value of another car. The bank 
lends the balance at a moderate in- 
terest rate. It advertises “no extra 


charges.” 
Typical cartoon strips in the copy 
show two men talking, one who 


wants to buy a car and one who has 
just bought a car under the bank’s 
plan. Another strip shows two wo- 


SERVICE SYMBOL 


Robert S. Wilson (left), former advertis- 
ing manager and now vice-president in 
charge of sales for Goodyear Tire & 
Rubber Company, is decorated with a 


gold service pin by P. W. 
Litchfield, president. 


25-year 


men with the same problem and solu- 
tion. 

The First National Bank of Port- 
land is a member of the Giannini 
group and operates the largest num- 
ber of branch banks in Oregon. The 
Izzard Company is the agency in 
charge. 


Hage to KFEL 


Maxwell Hage, formerly radio pro- 
duction manager of United Press, 
New York, has joined the sales de- 
partment of Station KFEL, Denver. 


PHOTO 


WRINKLING 
CURLING 
SHRINKING 


TRY BEST- 


LAYOUTS -DUMMIES - MASKING 


MOUNTING © every paper- 


joining need. 


TEST FOR CLEAN, SPEEDY RESULTS 
AT ALL DEALERS 


FOR FREE SAMPLE, WRITE 


TRENTON, N. J 


~ + We Cat 
t . 


. teow 


SIMPLE 


>: Artih ‘ 


CHAR. 


7 “ 


highest speed (in making advertising plates), plus advertising — 

_ plates that print like originals, plus a sterling reputation among 
_ the nation’s largest and smallest advertisers and advertising 
agencies. No wonder converts come to Rapid. Simple as 2+2, isn't i 


aa cp tone eae eR 


 ELECTROTYPE CO. 


S +: © I N N a I 


NEW YORE - 


PHILADELPHIA MAT & PLATE CO 
ATLANTIC ELECTROTYPE & STEREOTYPE CO 
HOFPSCHNEIDER BROS. . 
NORTHERN ELECTROTYPE CO. . 


WORLD'S LARGEST 


CHICAGO - 


DETROIT - ATLANTA + SAN FRANCISCO 
943 No. Juniper St, Philadelphis 
e208 E. 4th St, New York 

. 300 Howard Street, San Francisce 
. 4 Burroughs Avenue, Detroit 


MAKERS OF ADVERTISING PLATES 


Getting Personal 


Oct. 1 brought moving day headaches to Henry Michaels, McKesson 
& Robbins v. p., who leased a new apartment at 400 Park avenue. 

Julius Kessler, grand old man of the whisky industry (Seagram 
Distillers), was honored last week by the Hungarian foreign language 
press of this country on the occasion of a visit to his native Hungary. 
Although 83 years young, J. K. is still an active figure in business. 
Praised for his philanthropic contributions during the post-war era, 
the liquor executive was hailed as an outstanding Hungarian-American 
along with Adolph Zukor, Eugene Ormandy and Joseph Pulitzer. 

Edward E. (“Pete”) Peterson, Forbes Lithograph research director, 
did his patriotic bit in connection with Boston's Constitution Day exer- 
cises by delivering a forceful address over the Yankee network. And, 
believe it or not, his resultant fan mail has made established headliners 
green with envy... 

Stork tidings: Henry R. Turnbull, Paris & Peart account exec., is 
the papa of a new baby boy who'll be known to all and sundry as Henry, 
Jr... A tale that almost required the stellar aid of the Canadian Royal 
mounted grew out of the hammering rumpus in George Bijur’s new 
Radio City offices. The renovating racket so upset visitors that the 
agency figured it should have some explanation on hand and the deft 
touch of John Averill, Chicago artist, seemed to be just what the doctor 


WILD LIFE ENJOYED BY ADVERTISERS 
Cie oR | 


Zac wy ; 7 4 
' » 3 : ; 
i V } or i ; ey a ‘e3 . hg ; 


Kenneth Laird, Weco Products Company vice-president (center), and Arthur E. 

Tatham, Bauer & Black advertising manager (right), enjoy a bit of wild life and 

leisure while vacationing in Northwestern Ontario, and Frank Tennesco, the guide, 
pulls the load. 


ordered for a humorous poster showing what was happening. But Averill 
was vacationing in the north woods and the agency had to resort to 
wired instructions to the nearest Canadian outpost which relayed the 
orders to the artist by canoe. P. S. The art came through in swell 
shape. .. 

That sleek Buick convertible you'll see skimming o’er the highways 


’ in the vicinity of South Norwalk, Conn., belongs to C. E. Hooper, of the 


research company. It was delivered just last Tuesday... 

Ed Phoenix, Johns-Manville, showed the boys a thing or two in the 
way of bridge prowess coming back from the NIAA meeting. Which 
reminds us that Fred Koch, Simmons-Boardman, who was a member of 
the same party, is about to set something of a commuter’s record be- 
tween Chicago and New York. He’s been shuttling back and forth on 
the average of once a week... 

Major F. Sidney Cotton, Dufaycolor prexy, sailed last Thursday for 
London with plans for further development of color advertising and 
color photography in newspapers’ and magazines4;.The Major has a 
glamorous background which includes distinctive soRice in the British 
Flying Corps and, in 1919, a solo flight from Londo ftGieapetown, South 
Africa. He was responsible for the “Sedeot” fily¥#pg suit, adopted as 
standard equipment for Tommies during the war. After his African 
flight, he surveyed an air transport route between Newfoundland and 
Labrador and established the first service between those points. Dab- 
bling in color photography dates from 1929... 

Another traveler who left these shores during the week was Harold 
N. Elterich, head of the export agency of the same name. London’s his 
first destination and then the continent. . . 

Those, soft ball sluggers of the New York Ad CmutiWho engaged in 
a nip and tuck battle With Lowell Thomas’ aggregation this’ summer, 
found themselves in good company Thursday when the club entertained 
Lou Gehrig, Joe McCarthy, Babe Ruth and other sports celebs. Seated 
with the pros were Lee Eastman, New York Packard prexy; Ed Kobak, 
L. & T.; W. T. Grant, head of the chain; james J. Clark, assistant to 
Liggett’s -president; -Martin- J. Beirn,.v. p.”- American: Radiator; Charlie 
Murphy; and Lynn Sumner... ; 

Walter Painter, Power Plant Enigineering a.'in., marked up'a 155-yd. 
hole-in-one last week at Medinah; .witnesges; ywerg, W..H. Brandt, asst. 
to pres., Chain Belt Company, Milwaukee, and E. N. Grantvedt, Mill 
Supplies. .. ae ee ee c 

Lyndon oO. Brown, research director, Lord & ‘Thomas, Chicago, told 
the NIAA at its Chicago convention that honesty 4s ‘the® rst#¥equisite for 
profitable-research.,..H@ recalled the methdds of onpexpertawho counted 
the steers on the Western plains as the train rushed by. Challenged as 
to the possibility of this feat, he replied, “It’s quite Simple: All you do 
is to count the legs and divide by four.” .. 

John Rooney, Boston Herald-Traveler advertising department, has 
been commissioned an Admiral of the Flagship Fleet by C. R. Smith, 
American Airlines president. Jim Linen, Life’s Detroit rep, was 
dubbed golf champion of the Adcraft Club at its tournament wind-up 
dinner. He carded a gross 74-81-74 for a total of 229 in his three best 
tournaments during the season, and was awarded a Chippendale table 
donated by The Detroit News, and other prizes. . . 

Kolin Hager, WGY manager, played host recently to a group of 
radio advertisers and agency execs at a clambake outside Schenectady. 
. .. Boasting a membership of 60, the Junior Advertising Club of St. 
Louis will hold weekly dinner meetings every Tuesday evening. 
cers are A. Maescher, Jr., Ridgeway Advertising Company, president; 
Milton Jungbluth, Western Newspaper Union, first v. p.; Gregg Puster, 
Frisco Lines, second v. p.; Hill Bahle, Beacon Paper Company, second 
v. p.; Al G. Richardson, Jr., secretary, and Tom Ryan, Apex Engraving 
Company, treasurer... 

George Wiswell, of Chambers & Wiswell Company, Boston agency, 
was chairman of the testimonial banquet given Sept. 28 at Hotel Copley- 
Plaza to honor John E. Cain, new president of National Food Distribu- 
tors Association. . . 
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Mobile Unit to _ 
Aid NBC Tests 


of Television 


the scope of television possibilities, 
National Broadcasting Company wil] 
shortly put into service here a mo. 
bile television station, designed by 
Radio Corporation of America, 
NBC’s parent company. 

The portable unit, said to be the 
first built in the United States, wil] 
be completed Oct. 18. Immediately 
following, NBC engineers are expect. 
ed to begin an intensive schedule 
of broadcasts of a _ considerably 


been possible. 


Maj. Lenox R. Lohr, NBC president, 
said, with a view to improving the 


vision. 
Cites Listeners’ Wants 


Some 
sires regarding television, when it 
becomes practical, was given by 0, 


said, “The public will expect tele. 
vision to bring distant current 
events into the home. In addition to 
studio programs it wants such things 
as presidential inauguration 


events. 


and image reproductions of all into 
the living room. This new mobile 
unit will enable us to make a start 
toward supplying that demand.” 
Football games, parades, and other 
news events are expected to provide 
material for the first broadcasts which 
will be picked up by the mobile unit 
and relayed by micro-wave to the 
NBC television transmitter 
Empire State bldg. 


NEWSPRINT JOBS 
{ by ELECTRA PRESS 
- “ Give You All Four! 


Leading national advertisers and agen- 
cies are finding newsprint the key to 
“quick action’? sales and_ enthusiastic 
dealer co-operation. 

Our perfected four-color printing in any 
size from a broadside to a small folder is 
executed with startling precision! The 
speedy, lower-cost production will amaze 
you, too! 

Samples of recently completed color 
work for outstanding firms available on 
request. 


“Largest Newsprint Printers in the East” 


é. [ ects G Press, Onc 


281 STATE ST!?2EET 
BROOKLYN.N Y. 
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SCHENLEY FALL 
DRIVE. STRESSES 
FOUR PRODUCTS 


Budgets Increased for Broad 
Promotion Program 


New York, Sept. 30.—Increased ad- 
yertising budgets mark the fall pro- 
motion plans of Schenley Products 
Company, which will again be con- 
centrated upon the company’s four 
leading whiskies—Old Quaker, Golden 
Wedding, Cream of Kentucky, and 
Wilkin, according to Walter R. Green- 
vice-president and advertising 
director. Other products embraced 
in the broad advertising pro- 
gram are Dewar’s Scotch whiskies, 
Dubonnet wine, Otard Cognac brandy, 
B. & G. wines, along with Bacardi 
rum for which a campaign is now in 
preparation. 

Old Quaker advertising, based on 
reason-why copy and concerned with 
the scientific temperature control 


lee, 


s governing a maturing process used 


in the warehouses, is appearing in 
approximately 600 newspapers from 
coast to coast, in copy sizes varying 
from 330 to 1,400 lines. In addition 
a series of four-color, back-cover ad- 
yertisements is scheduled to appear 
in Liberty, while other full pages in 
four colors will be published in the 
Macfadden Detective Group and The 
American Weekly. Copy in black 
and white will appear in Life and a 


q wide list of organization magazines 


\ 


—_ —~ 


and foreign language newspapers. 
Climaxing the program will be a 
series of four-color, full-page messages 
in The American Weekly. 

An identifying feature of the new 
Old Quaker copy is the continued use 
of a musical-score theme which was 
employed throughout the summer 
months and which is now being sub- 
ordinated to make way for a theme 
calculated to revive interest in pres- 


TROPHY LURES BOSTON GOLF ENTHUSIASTS 


Members of the Advertising Club of Boston's golf committee dust off the trophy 


for the annual tournament. 


They are Earl M. Dempsey (left), Boston Herald- 


Traveler; Joseph Gavin, committee chairman; Edmund S. Whitten, club presi- 
dent; Herbert Stephens, American Lithographic Company, and William J. 


McDonald, 


Time, Inc. 


ent-day methods 
straight whiskies. 


of aging young 


Age “Plus” Stressed 


The contention is made, in connec- 
tion with the coming of age of Old 
Quaker Bourbon, that two full years 
of aging, six months more than the 
law requires, under scientific temper- 
ature control, makes for a mellowness 
and mildness formerly associated 
with much older whiskies. Copy ex- 
plains that “cold retards the aging of 
whisky. That’s why ... 24 hours a 
day, 7 days a week, 52 weeks a year, 
for 2 solid years .. . Old Quaker is 
aged evenly to amazing maturity in 
modern, temperature-controlled rack 
houses.” 

Basing its decision to continue the 
story of the rustic life of the Wilkin 
family on the tremendous response 
already elicited from the campaign, 
the company will use 600 newspapers, 
full-color pages in The American 
Weekly and 14 foreign-language pa- 
pers in eight cities to keep the coun- 
try buying Wilkin Family blended 
whisky. The popularity of the series 
can be gauged, according to Mr. 
Greenlee, by the single example of 
one newspaper advertisement which 
brought in 45,000 requests by letter 
for a photograph of “Our Dog Jessie’s 


TIL, 


Das 


IF THE WORD STOPS YOU 
HOW MUCH MORE THE ACT! 


A light flashes in the dark. 
Then a pause, you wait—antici- 
pating a recurrence. 


So it is with a flashing window 
display. It cuts across your 
consciousness and then blacks 
out. You stop, you wait .. 
you must see it again. 


With flashing or motion dis- 
plays you do 3 things: 
@ Repeat your name. 


@ Illustrate your message. 
@ Demonstrate your product. 


Write for a description of 
“16 Typical Effects.” 


BETTS s BETTS 


551 WEST S2nd STREET, NEW YORK, U.S.A. 


. | kies.” 


quintuplet puppies.” Currently ap- 
pearing in the series is one built 
around old “Doc Knox” seated in his 
buggy “and us chatting about Our 
Family’s Whisky.” This copy is 
prepared by Lord & Thomas, New 
York. 


Use Real Characters 


An added attraction to the studies 
in physiognomy prepared for fall in- 
sertion for Cream of Kentucky 
straight bourbon whisky will be 
drawings of well-known figures in 
public life who are blessed with keen 
noses, keen sight or other perquisites 
of zestful living. This copy will di- 
rect the attention of keen noses to 
the aroma of Cream of Kentucky 
and will be published in The Amer- 
ican Weekly, Collier’s, Liberty, Life, 
Time, and in about 400 newspapers. 

Color advertising for Golden Wed- 
ding whisky is being used in The 
American Magazine, Cosmopolitan, 
Esquire, Redbook, and The American 
Weekly. In addition, 200 newspapers 
will carry black-and-white copy. 

Copy for Dubonnet suggests that 
“if you thirst for extra thrills, meas- 
ure the pleasure in Dubonnet,” and 
features illustrations showing out- 
door sporting scenes. Space will be 
used in Cosmopolitan, Esquire, The 
New Yorker, Redbook, and Time. 
B. & G. wines, imported exclusively 
by Schenley, will be promoted 
through testimonial copy in The New 
Yorker, with various famous connois- 
seurs paying tribute to the sauternes 
and burgundies of this brand. 

A “character” portrait of Francis I 
of France, who ruled from the Cha- 
teau de Cognac, where Otard has been 
bottled for generations, constitutes 
the pictorial appeal in a series of ad- 
vertisements for Otard cognac brandy 
appearing in Esquire, Fortune and 
The New Yorker. Dewar’s Scotch 
whiskies will be promoted in full- 
color and black-and-white pages in 
Cue, Esquire, The New Yorker, and 
Time, through copy built around fa- 
mous regiments of the English army, 
which, like Dewar’s, can be character- 
ized by “distinguished service.” 

Brown & Tarcher, Inc., New York, 
is in charge of the advertising for 
Old Quaker, Golden Wedding, Dewar’s 
and other import lines. 

Schenley also introduced a new 
line of Red and Black Label blended 
whiskies to the trade this week and 
announced coincidentally that a 
nation-wide advertising campaign 
will shortly be launched in an effort 
to build up immediate acceptance for 
this important addition to the com- 
pany’s already numerous offerings of 
domestic and foreign wines and 
spirits. 

Copy in newspapers will feature 
the theme of ‘“Man’s Friendliness to 
Man,” and will utilize the already 
familiar slogans of “Friendly Schen- 
ley” and “Friendlier Tasting Whis- 
Photographs will be used de- 
picting the peculiarly nationalistic 
ways in which people of various na- 
tions express friendliness, as for ex- 
ample, the kiss on each cheek, in 
France. In America, however, it is 
with “Friendly Schenley Whiskies,” 
the copy will declare. 


Spidell with Gordon 


George M. Spidell has joined the 
Gordon Press, Inc., New York, as 
executive vice-president. He was 
formerly assistant to the executive 
vice-president of Sonotone Corpora- 
tion, New York. 


HATCHETS & 


— we receive a com- 
plaint from some pixilated soul who tells us our magazines are 
shocking. We agree .. . they are shocking . . . and sensational 
too... particularly to those people who fear anything that might 
upset the routine of their safe and smug existence. This don't- 
bother-me attitude keeps them in a state of selfish bliss until some 
hoodlum breaks into one of their homes and carries away their 
cash and the Hollyhockers family silver . . . or maybe a young 
son or daughter. Sometimes these naughty big boys have been 
known to gently sink a hatchet into the skull of an old lady for the 
$4.92 they found in the little piggy bank. Shocking? . . . Certainly! 
. . . Equally shocking is the fact that during the day someone is 
murdered every 30 minutes! Ask Colonel Lindbergh what it means 
to be shocked . . ..and_remember all of the little shocks to our 
pocketbooks which enabled Dutch Schultz and the other czars to 
pile up six to ten million dollar fortunes. 


The MACFADDEN DETECTIVE GROUP magazines, edited from 
a true-to-life viewpoint, contain interesting factual articles and 
stories about crime . . . no fiction, no fashions, no household hints. 
It's true, we do publish the details of the crimes but we also include 
the clever and scientific methods used by the police in solving 
them... (and the criminals don’t live happily ever afterward). 


Our 2,000,000 readers seem to like the factual, yet arresting, 
treatment of our stories about the national crime problem and 
comprise what is probably the largest unofficial anti-crime organi- 
zation in the world. With their monthly newsstand purchase of 98°, 
of MACFADDEN DETECTIVE GROUP magazines, they furnish 
cash proof of their continued interest. These cover-to-cover 
readers are a grown-up crowd with money to spend. Your adver- 
tisements will show them where to spend and what to buy... and 
we will gladly deliver your message to them for only $1 .03* per page 
per thousand, one of the lowest reader-costs of any magazine. 


*Based on net paid average of first 6 months of 1937. 


THE MACFADDEN 


LExington 2-9050 
122 East 42nd Street, New York City 
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LOCAL 
FLAVOR 


means 


LOCAL 
FAVOR! 


“Community News 


and Views” 


This program goes on the air 
from WFBR six times a week— 
1 to 1:30 P.M. It features music, 
news and interviews from the self- 
contained, self-conscious “cities 
within a city” that make up met- 
ropolitan Baltimore. 


“Local flavor means 


local favor” 


Newspaper tie- 
ups with 7 county 
papers 


Newspaper tie-ups with seven 
leading Maryland county news- 
papers have made a hit with ad- 
vertisers as well as listeners in 
the following thriving Maryland 
communities: Cambridge, Ches- 
tertown, Crisfield, Denton, Havre 
de Grace, Towson and Westmin- 
ster. 


“Local flavor means 
local favor” 


Movie tie-ups with 
7 neighborhood 
theatres 


Neighborhood movie _ houses 
carry a loyal and partisan clien- 
tele. Trailers on the screen seen 
by these folks means a friendlier 
acceptance of your product when 
it’s advertised over WFBR. 


“Local flavor means 


local favor” 


Complete mobile 
radio station 


A broadcasting studio that goes 
to the source of news; covers spe- 
cial events; tours outlying towns. 
Equipped with studio, control 
room and short wave transmitter. 
Plans are now being made to visit 
every city, town and hamlet in 
Maryland. 


“Local flavor means 


local favor” 
® 


Why not cash in on 
WFBR’s local favor? 


PUBLICITY ARM 
FOR AGENCY IS 
GROWING FACTOR 


Offer Go-ordinated Facilities 
to Sell Industry 


New York, Oct. 1.—In line with 
statements made recently by a num- 
ber of industrial spokesmen that 
business must aggressively sell itself 
to a public viewing with skepti- 
cism, representative advertising 
agencies this week revealed to 
ADVERTISING AGE a growing interest 
on the part of their clients in pro- 
curing agency servicing of their pub- 
licity and public relations and, at 
the same time, a tendency on the 
part of the agencies to equip them- 
selves to render as efficient service 
in these fields as in the general ad- 
vertising field. 

It seemed generally agreed that al- 
though the keen interest in publicity 
and public relations now being mani- 
fested in industrial and agency 
circles is not a new phenomenon, its 
present extent and scope makes it 
particularly noteworthy, along with 
the more general acceptance of the 
idea that advertising in itself is but 
a specific form of public relations 
and of the corollary idea that public 
relations must frequently employ the 
use of paid space to convey its story 
effectively to its public. 

Changing means and techniques in- 
volved in creating a favorable im- 
pression for a company or its prod- 
ucts, it is also pointed out, have 
reached a stage of development that 
has necessitated a redefining of the 
problem of how to effect multiple 
impingements of the eye and ear and 
yet leave with individuals a single 
constructive impression of value to 
the company in question. Advertis- 
ing agencies point out that these 
multiple consumer impressions can 
be best co-ordinated if a single or- 
ganization is entrusted with all 
phases of a company’s promotional] 
activities, and that alert agencies are 
becoming organized to render this 
co-ordinating service, efficiently and 
impartially. 


Offers Integrated Program 


Typical expression of the new at- 
titude is that of Erwin, Wasey & 
Co., which has announced _ ex- 
pansion of its publicity department in 
order to be ina position to render “an 
integrated program of advertising and 
publicity and public relations” for 
clients. The decision is based upon 
“an increasing interest by clients in 
the use of publicity to supplement 
radio and newspaper advertising,” 
and the company will utilize the ex- 
istence of the new department to 
place before prospects and clients a 
co-ordinated program of advertising 
and public relations, said Howard D. 
Williams, vice-president and general 
manager. 

Although no attempt will be made 
at present to have the new depart- 
ment earn profits for the company, 


nevertheless it is intended that it 
shall pay its way from the start, 
and, to make it “self-respecting,” 


clients will be charged for services 
rendered, but whether on a service 
fee or a cost-plus-percentage basis 
has not yet been determined upon. 
Irrespective of its ability to produce 
income, the publicity arm will be ac- 
corded full departmental rights as an 
essential service of the agency. 


Can Guard Ethics 


“The ideal functional set-up is 
where the advertising agency is en- 
gaged to handle the publicity and 
public relations of its clients on the 
same basis as it services their adver- 
tising,”’ declared William H. Jenkins, 
publicity director of Young & Rubi- 
cam, which has operated under this 
policy since 1924. 

He said that 
this system 
the agency 


the advantages of 
were two-fold in that 
was granted equitable 


POSTER SERIES DRAMATIZES LINCOLN 


A great friend = | 
to little children | 


. 


LINCOLN NATIONAL LIFE 


\ 


INSURANCE CO. 
FORT WAYNE, InD 


This poster, currently being used by Lincoln National Life Insurance Company, 


gets effective emphasis with dramatization of President Lincoln. 


Strobridge 


Lithographing Company, Cincinnati, produced the display. 


compensation for work requiring 
skilled and constant attention and, 
at the same time, was placed in a 
position allowing the utmost correla- 
tion of advertising and publicity 
measures. 

From the point of view of the gen- 
eral good, he said, he feels that agen- 
cies which performed full publicity 
functions for their clients were more 
likely than specialized publicity or- 
ganizations to observe the ethics of 
the advertising profession which for- 
bade the invasion of editorial col- 
umns with messages that should be 
published in paid space. Mr. Jen- 
kins expressed the opinion that such 
“outside” organizations were en- 
gaged generally only in cases where 
the agencies handling the advertis- 
ing did not possess complete public- 
ity departments. 

Interest on the part of companies 
using the agency’s publicity services 
has been consistent, he commented, 
and has resulted in the adoption by 
the agency of the general practice 
of including publicity as an integral 
part of plans drawn up for prospec- 
tive clients. However, whether 
clients or prospects, companies 
which are not considered to have a 
publicity story to tell are advised 
against expending money for this 
purpose. Included among the 
agency’s publicity accounts current- 
ly serviced on a cost-plus-percentage 
basis are General Foods Corporation, 
The Borden Company, National 
Sugar Refining Company of New Jer- 
sey, and Frosted Foods Company, 
Inc. 

Only recently founded upon the 
premise that “an agency should be 
fully equipped to undertake the per- 
suasion of people, whether through 
recognized and conventional adver- 
tising in paid space or through the 
various forms of personal and pub- 
lic relations,’ Thornley & Jones, 
Inec., believes that the advantages to 
a company of reposing its entire 
public relations program in_ the 
hands of an all-purposed agency are 
obvious. By this means, according 
to Glenn I. Tucker, vice-president, 
all phases of a company’s business 
become thoroughly familiar to the 
one personnel, with the result that 
“a unity of outlook and of message”’ 
is effected. ? 

“Public relations,” he said, ‘“con- 
stitutes an all-inclusive term cover- 
ing a company’s entire interests and 
reputation, and involves today the 
rather frequent use of paid space. 
The added attention now being given 
to these matters has been occasioned 
by the public’s increasing demand to 
become acquainted with the business 
operations and methods of compa- 
nies, as well as to know about the 
products they produce.” 

The fee basis of remuneration for 
publicity and public relations service 
has been adopted by this agency. 


Cathcart to Teach 


J. David Cathcart, Philadelphia 
manager of Reynolds-Fitzgerald, Inc., 
has been appointed instructor in prin- 
ciples of advertising at Mulvey In- 
stitute, Philadelphia. 


Ross Shifts to Gans 


Walter Ross, formerly with A. W. 
Lewin Company, Inc., Newark, N. J., 
has joined the Gans Advertising 
Agency, Newark, as account execu- 
tive. 


Decorators Name Frank 

American Institute of Decorators, 
New York, has appointed Paul Frank 
and Associates, Inc., New York, to 
handle its press relations. 


New Kimberly-Clark 


Booklets Test Papers 


Kimberly-Clark Corporation has 
issued two booklets, printed on 
Kleerfect and Hyfect paper, to illus- 
trate printing possibilities on both 
grades in color as well as black and 
white. 

The first, titled, “Proving Print 
ability of Kleerfect and Hyfect,” 
gives illustrations of results under 
ordinary printing conditions obtain- 
able through use of the two grades 
of papers. The second, “Nuts, Bolte 
and Machinery” and printed on 70- 
pound Kleerfect, illustrates particu- 
larly for industrial advertisers possi- 
bilities of catalog printing on Kleer- 
fect. 


Open Electrolux Drive 


Consolidated Edison Company of 
New York has launched a campaign 
for Servel Electrolux refrigerators 
in newspapers, announcing the low- 
est prices on record for the product. 
The campaign includes the use of 
major metropolitan and _ foreign 
language newspapers and will con- 
tinue for several months. Batten. 
Barton, Durstine & Osborn, Inc., New 
York, is in charge of the account. 


Henriquez Starts 
Night Art Service 


Russell D. Henriquez has _ estab- 
lished Nite Art Studios at 203 N. 
Wabash avenue, Chicago, to special- 
ize in rush orders from agencies, in- 
cluding layouts, figures and lettering. 

The telephone number of the new 
enterprise is State 3660. 


—— 
— 


Texas Citrus 
Growers Plan 
Initial Drive 


Dallas, Sept. 30.—Plans for the 
first national advertising of Texas 
citrus fruits were being made today 
following appointment of Leche @ 
Leche, Inc., as advertising counse} 
by the Rio Grande Valley Citrus 
Exchange. 

The exchange, embracing a major. 
ity of Texas citrus growers, hag 
voted an assessment of two cents a 
box on fresh grapefruit and oranges 
and one cent a case on canned Citrus 
fruit juice. The amount to be 


realized by the co-operative promo. | 


tion organization has not been de. 
termined. 

Texsun and Texmaid are the ex. 
change brands to be promoted, it was 
announced, and 
be spotted through important mar. 
kets of the Middle West and South. 
west. Use of newspapers, radio and 
posters is contemplated. 


Anderson Expands 


The Merrill Anderson Company, 
New York, has taken additional space 
in the Albano bldg. 


HOW MUCH DOES IT COST 
TO COVER PEORIA AND 
CENTRAL ILLINOIS? 


Drop us a line and we will tell you how 
cheap it is to cover this territory. We 
will guarantee coverage in 95% of the 
homes in this area. 


RIEDER’S ADVERTISING CARRIERS 
210 N. Adams St., Peoria, Ill. 


Member Trade Association of Advertising 
Distributors 


advertising wil] | 


Key Your Advertising 
to the World’s Largest 
Outdoor-Sportsman Market 


HUNTING & FISHING and NATIONAL SPORTSMAN ® 700,000 
circulation (ABC) with January 1938 issues © Keenest hobby-interest 
readership © 98°/, men who MUST be prosperous to indulge in 
expensive outdoor sports ® 347,900 business executives, professional 
men and retail merchants ® 88°/, own automobiles and 56°/, own 
their own homes ® In one or both magazines in first seven months 
of this year there were 152 new advertisers, 118 advertisers using 
increased space over same period last year and 139 sports adver- 
tisers were carried exclusively in the outdoor field © HUNTING & 
FISHING for October 1937 carries 43.8°/, more advertising, and 
NATIONAL SPORTSMAN 26% more linage than October 1936 
issues ® Lowest page rate per thousand in the entire outdoor 
field ® Class circulation at mass economy. 


HUNTING & FISHING 


and 


NATIONAL 


SPORTSMAN 


Publication Office: 275 Newbury St., Boston, Mass. 


NEW YORK 


CHICAGO 


SAN FRANCISCO 
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NEW YORK 


Reader Investments 


THE CHIEF INVESTMENT WHICH THE READER MAKES IN A 
BUSINESS PUBLICATION IS HIS TIME. WHEN HE IS ASKED 
FOR A SUBSCRIPTION RENEWAL, HE MUST DECIDE WHETHER 
HIS INVESTMENT IN TIME AND THE INCIDENTAL COST OF 
THE SUBSCRIPTION HAS BEEN PROFITABLE. 

THE SUBSCRIPTION RENEWAL RATE OF ADVERTISING AGE IS 
74.39 PER CENT. COMPARE IT WITH THE RENEWAL RATES 
OF OTHER ADVERTISING PUBLICATIONS. YOU WILL BE IM- 
PRESSED WITH THE FACT THAT READERS OF ADVERTISING 
AGE CONSIDER THEIR SUBSCRIPTION INVESTMENTS UN- 
USUALLY PROFITABLE. 


| ADVERTISING A 


THE NATIONAL NEWSPAPER OF ADVERTISING 


*¢ CHICAGO -+«- SAN FRANCISCO +« LOS ANGELES 
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NIA. MEMBERS 
TO REPORT ON 
BUYING HABITS 


Association Study to Assemble 
Wide Set of Facts 


Chicago, Sept. 28.—A_ study of 
buying habits, showing every link in 
the chain, from determination of the 
need until the order is actually 
signed, was one of the important 
projects developed at the annual con- 
vention of National Industrial Adver- 
tisers Association in Chicago last 
week. The project was approved by 


FINE PHOTO 


YUCHING 


R ura alee 
WRIGLEY BLDG..CHICAGO 
PHONE SUPERIOR 0965 


the NIAA board and plans to launch 
the study are being made. 

Because every company is a 
buyer, as well as a seller of prod- 
ucts, the survey will be made by 
NIAA members, who will co-operate 
in procuring the “case studies” and 
turn them over to the association. 
Two thousand studies will be sought. 
After distribution of results to mem- 
bers, McGraw-Hill Publishing Com- 
pany has agreed to pay $5 for each 
completed questionnaire covering 
airy one of the 26 products to be 
surveyed, with the company name 
deleted, this money going into the 
association treasury. 


Products to Be Covered 


The list of products includes paint 
for product finishing and for plant 
structure maintenance; lubricants 
for machinery and trucks; convey- 
ors, industrial trucks, cranes, elec. 
tric motors above 1 h. p. and those 
of fractional horsepower; electric 
control apparatus, speed reducers, 
transmission belts, pumps, valves, 
pipe, electric wire, fans and blowers, 
roofing, machine tools, welders (gas 
or electric), Diesel engines, air con- 
ditioning, boilers, compressors, in- 
struments, metal (as a raw material) 
and industrial lighting reflectors. 

One object of the survey, as out- 


lined to the convention, is to deter- 


THE 


OF THE WILD 


ORN of necessity, the love of the chase is 


man’s deepest rooted pleasure. 
thirteen million Americans from forest to 


It sends 


plain, from valley to mountain, from stream to 
ocean. It whittles the sling-shot and turns the 
wheels of scores of factories. 


It keeps a billion dollars a year* in circulation. 
It sends five million autos over three and one- 
half billion miles at an annual cost of another 


hundred and twenty-five million dollars. 


It 


makes Field & Stream the most avidly read 


of all outdoor magazines. 


Field & Stream 


is written by outdoor enthusiasts for outdoor 


enthusiasts. 


It is the leader in advertising lineage because it 
produces the greatest advertising influence. 
*According to the United States Bureau of Biological Survey. 
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AMERICA’S OLDEST OUTDOOR MAGAZINE 


Field 


Stream >>) 


BASKET BACKER 


JUST ADD HOT WATE 
AND SERVE 


Py; 


Peter Cailler 
New York, 
Cocoa into this new open basket dealer 


display. Forbes Lithograph Company, 
Boston, created and produced the 
display. 


Kohler Milk Chocolates, 
puts Nestle’s Ever Ready 


mine the number of men who have 
a voice in buying any given piece of 
equipment and the importance of 
each. Under “determination of the 
need,” the survey names 13 groups 
who may have something to say, the 
list ranging from general administra- 
tive officers down through produc- 
tion, engineering, maintenance, pur- 
chasing and even sales departments. 
Some of these may also have some- 
thing to say about “Determination 
of the Type” and “Determination of 


the Make,” two other important 
phases on which information is 
sought. 

“Titles are confusing,” the ques- 


tionnaire warns the man attempting 
to throw light on all of the steps in- 
volved in a purchase. “Please use 
the following list of functions in re- 
porting answers to the questions.” 


Study Every Facet 


Some of the significant questions 
asked by the questionnaire, showing 
how every ramification of the sub- 
ject is to be studied, follow: 

“By whom was need suggested? 
By what circumstances or for what. 
reasons was it suggested? To whom 
suggested? By whom considered? 
Who made decision that a purchase 
(without reference to type or make) 
should be made now? How much 
time elapsed between original sug- 
gestion of need and decision to pur- 
chase? 

“Was separate consideration as to 
type of product necessary? If so, by 
whom considered? By whom ap- 
proved? By whom finally decided? 
What makes were in any way con- 
sidered? From how many companies 
were salesmen seen or bids_ se- 
cured?” 


Ask Specific Facts 


The co-operating 
asked to be specific. In answering 
the question, “What was the con- 
trolling reason or reasons for selec- 
tion of the make decided upon,” 
vague answers such as “quality,” 
“price” or “service” are ruled out. 
“Durability,” “speed,” or “low main- 
tenance cost’ must be indicated, ac- 
cording to the facts. 

The advertising man making the 
report is asked to estimate the to- 
tal number of persons who partici- 
pated in the transaction from the 
original suggestion of the need to 
the placing of the order, as well as 
the elapsed time from suggestion of 
the need to the placing of the order. 

Turning to the other side of the 
picture, he must tell “through what 
buying steps the salesman who got 
the order participated actively.” 


members” are 


Fawcett Editorial 
Staffs Shift to N. Y. 


Fawcett Publications, Inec., New 
York, has transferred the editorial 
staffs of Hollywood and Screen Book 


from Hollywood to New York and 
now has all editorial work for its 
13. magazines centralized in New 


York. 

A Hollywood office for studio and 
fan writer contact has been retained 
under the management of Gordor 
Fawcett. 


WILDROOT ADDS 
OIL PRODUCT 0 
STANDARD LINE 


Buffalo, Sept. 29.—Triple action, 
providing “better looking hair in half 
a minute,” will keynote a new adver- 
tising campaign launched by Wild- 
root, Inc., in support of a new prod- 
uct, Wildroot Hair Tonic with Oil, 
company executives disclosed today. 

Continuing its aggressive campaign 
for its standard product, Wildroot 
will utilize Sunday newspapers in 45 
cities and publications in the drug 
and tonsorial fields to promote fea- 
tures of the new tonic. 


Stress Grooming Aid 


It will be characterized as an aid 
to quick, easy grooming, a dandruff 
remover and as a check against pre- 
mature baldness, with stress being 
placed upon the fact that the new 
product is the “time-tested Wildroot 
hair tonic formula plus pure vege- 
table oil that relieves dry scalp and 
keeps hair neatly and smartly in 
place.” 

The campaign will open Oct. 17 
and will be centered in The American 
Weekly and This Week. Dealer copy 
will appear in Drug Topics, Journey- 
man Barbers Magazine, Master Bar- 
bers Bulletin and Master Barbers 
Magazine. 

Development of the new product is 
the result of surveys and research 
both by Wildroot and by Prof. H. W. 
Hepner, of Syracuse University. It 
will be sold in two sizes; 10 ounces 
for $1 and five ounces for 60 cents. 
Clarence Cole, New York designer, 
has created a red, black, yellow and 
white package in modern dress. 

Batten, Barton, Durstine & Osborn, 
Inc., Buffalo, is the agency in charge. 


Ray in New Post 
James R. Ray, formerly assistant 
to the vice-president of United Air 
Lines, New York, has joined Swafford 
& Koehl, Inc., New York. 
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NEW INGREDIENT 
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BETTER LOOKING HAIR 
IN HALF A MINUTE! 
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LDROOT certs OIL the 3 action hair toni, 


Wildroot Company, Buffalo, has opened 
a new campaign featuring combination 
of oil with the scalp tonic. 


Drug Company Denied 


Rehearing on Decision 


The Wisconsin supreme court has 
denied the Reed Drug Company, Mil. 
waukee, a rehearing on the high 
court decision holding the state fair 
trade practice act constitutional. The 
Wisconsin act passed in 1935 pro-. 
hibits selling nationally advertised 
products below the cost set by the 
manufacturer. 

Weco Products Company, Chicago, 
had applied for a permanent injune. 
tion to prevent the Reed company 


from selling its nationally advertised 9 
products below the minimum price 7 
established for all retail merchants, @ 


NBC Advances Dixon 


j 
u 


eee 


Sydney Dixon, formerly in charge 7 


of the Hollywood sales office, has 
been named sales manager of the 
Western division of National Broad- 
casting Company, succeeding Harry 
F. Anderson, resigned. William 
Bernard Ryan, San Francisco sales 
office, is new San Francisco sales 
manager. 


Introduces Rock Wool 


The Barrett Company, New York, 77 


| 


has introduced rock wool for home 
insulation. The rock wool batts are 
for structures being built, and the 
loose rock wool is for homes already 
built. 


the 
the 


NEW MODELS 


What will the new models be like? To thousands, 
New York show will bring the answer. 
20,000 automotive dealers, garages and service 
stations throughout the prosperous South, the No- 
vember Annual New Model Number of Southern 
Automotive Journal will supply the news. 


But to 
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SOUTHERN 
AUTOMOTIVE 
JOURNAL 


Your advertising in the November issue will 
profit by this intense interest. 
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\ Thorough Coverage of Specialized Markets 
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PHICAGO CLUB 
10 GIVE FOUR 
LECTURE SERIES 


Chicago, Sept. 30.—Details of two 
of the four lecture courses to be con- 
ducted this fall by the Chicago Feder- 
ated Advertising Club were an- 
nounced today by L. E. Meyer, adver- 
tising manager, International Cellu- 
cotton Products Company, and chair- 
man of the publicity committee, 
CFAC. 

The course on “Advertising Sales- 
manship” will be staged on Monday 
nights, that on “Copy,” on Tuesday 
nights, “Layouts,” Wednesday nights, 
and “Sales Promotion” on Thursday 
nights. All but the layout studies 
will be held in the Daily News audi- 
torium. The Chicago Tribune will be 
the scene of the layout lectures. All 
begin at 6:30 p. m. and will average 
one and one-half hours in length. 

As in 1936, Arthur E. Tatham, of 
Bauer & Black, is general chairman 
as head of the educational committee. 
The co-chairmen on copy are James 
W. Young, University of Chicago, and 
M. Glen Miller, of the advertising 
agency of that name. The chairman 
of the sales course is Roy C. Hus- 
bands. Crowell Publishing Company, 
and of the sales promotion course, 
Harry Neal Baum, Fairbanks, Morse 
& Co. 


List of Speakers 


The complete schedules have been 
laid out for the lectures on “Advertis- 
ing Salesmanship” and “Sales Promo- 
tion.” The schedule for the former, 
giving representation to every me- 
dium, is as follows: 

Oct. 18, Herbert W. Chadwick, local 
advertising manager, Chicago Daily 
News; Oct. 25, Charles C. Parlin, di- 
rector of research, Curtis Publishing 
Company, Philadelphia; Nov. 1, L. J. 
McCarthy, director of the marketing 
division, Hearst Magazines, New 


» York; Nov. 8, Thomas H. Beck, presi- 


dent, Crowell Publishing Company, 
New York; Nov. 15, Burr Robbins, 


» vice-president, 


General Outdoor Ad- 
vertising Company; Nov. 22, Leonard 
F. Erickson, Western sales manager, 
Columbia Broadcasting System. 

The six experts who will discuss 
‘Sales Promotion” are as follows: 

Oct. 21, J. Kenneth Laird, vice- 
president and advertising manager, 
Weco Products Company, Chicago, 
and president, CFAC; Oct. 28, Lyn- 
don O. Brown, research director, Lord 
& Thomas, Chicago; Nov. 4, John W. 
McPherrin, Bauer & Black; Nov. 11, 
Keith Evans, Inland Steel Company; 
Nov. 18, G. W. Cunningham, general 
advertising manager, Sears, Roebuck 
& Co.; Dee. 2, Douglass Thomson, 
Belnap & Thomson. 


Wallace Appointed 


Times-Dispatch, Richmond, Va., has 
appointed Wallace & Associates, Inc., 


Chicago, as advertising representa- 
tive. 


BETTER 2x2 BETTER 


In each issue for the past 
55 months The America1 
Home has shown a gain 
both in circulation and 
advertising revenue over 
the corresponding issue 
of the preceding year. 
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McCullough Named 
Lee R. McCullough, Chicago, has 
been named advertising agency for 
Pyrapston Company, Chicago, manu- 
facturer of tanks and receptacles for 
acids and corrosives. Direct mail 

and business papers will be used. 


One for Buckley 
Frank C. Snedaker & Co., Philadel- 
phia, manufacturer of Planned Kit- 
chens, has appointed Earle A. Buck- 
ley Organization, Philadelphia, to 
handle its advertising account. 


Lindley to French 
Kenneth C. Lindley, formerly with 
Beck & Corbitt Company, St. Louis, 
has joined Oakleigh R. French, Inc., 
St. Louis, as head of the research 
department. 


Joint Campaign 
May Be Opened 
By Crematories 


New York, Sept. 29.—Possibility 
that the Cremation Association of 
America may embark on a joint in- 
stitutional advertising campaign 
some time in the future was indi- 
cated by decision of the association 
to poll its members on the matter. 
Questionnaires will be sent out with- 
in a few weeks, Herbert R. Har- 
grave, president, said today. The 
association has never executed a 
group drive. The questionnaire will 


ask whether members would be will- 


ing to contribute toward a fund for 


advertising, with collections made on 
the basis of volume of business done. 
Action on the matter came as a re- 
sult of a talk delivered at the recent 
convention by H. G. Murray, of 
Atherton & Currier, Inc., New York 
agency. Speaking on “How to Ad- 
vertise Cremation,” Mr. Murray 
pointed out that although there are 
but two ways of disposing of the 
deceased—burial and cremation, the 
cremation industry, after being in 
existence for more than 50 years, 
does not have quite 3 per cent of 
the total business done annually. 
Mr. Murray stressed that the in- 
dustry’s problem is one of taking its 
story directly to the public, and 


advocated a _ national 
purely institutional, one which 
would above all banish fear, to 
supplement all local advertising of 
a factual character. 

Chief problem of the cremation 
industry, he continued, is the presen- 
tation of facts: that the average cost 
of cremation is under $50, and not 
at least $1,000, as most people he 
interviewed believed, and that the 
time involved is short. 


Renamed “Showplace” 


Radio City Music Hall weekly mag- 
azine has changed its name to Show- 
place, with M. M. Geffen as publisher. 
Transit Advertisers, Inc., New York, 
has been appointed advertising rep- 
resentative. 


campaign 


CUSTOMER: 
CLERK: 


“A can of my favorite tobacco.” 
“Right—and according to the radio the favorite of thousands of others.” 
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5 
U. S. Clarifi ndex of Retail ivity in 80 Important} 
- 5. Clarifies ‘RETAIL LINEAGE (1 et i p t) 
bd > 
Co- operatives Market 
Legal Stat 49% OVER 36 _— 
ega atus . 
_ Based on total retail advertising volume in all newspapers in each city. 
Washington, Oct. 1.-——-Important FOR 39 WEEKS ( Copyright, 1937, by Advertising Publications, Inc.) 
new governmental publications, de- 
signed to aid in the formation of => 
consumer co-operatives throughout % Gain % Gain 
the country are just announced by Chicago, Oct. 1.—Aided by a 6.3 39-Week 39-Week 39-Week or Loss. or Loss 
the Department of Labor’s consum-|per cent gain for the week ended ea paries —— pool pnd hyo — © Sate 
, . 9r. 2 ‘ ‘ ‘ une ) ‘ - 
ers’ project. Sept. 25, retail display advertising City Sept. 28,1935 Sept. 26,1936 Sept. 25, 1937 1935 1936 _ Sept. 26, 1936 Sept. 25, 1937 Loss 
“Consumers Co-operative Statutes|for this year through that date | >-9-————— 11,277,192 11,933,840 12,520,337 Fil0 +49 367,052 344,736 —6j 
in the United States” surveys ali|gained a point and now stands at 4.9] aitoona, Pa. .......... 4,449,235 4,753,287 5,163,732 +16.1 + 8.6 155,365 jy a he 
state and national legislation having |per cent above the corresponding pe-| Atlanta, Ga. .......... 10,311,295 10,825,248 11,474,978 +11.3 + 6.0 374,024 ae be 
to do with the subject and In addi-rod of last year, according to the | Bre iy MRRNMGE NGSTLUSS Stasis fig tes fanana eaten 
tion includes the court cases which ADVERTISING AGE Index of Retail Ac- en 14,670,467 14,899,168 ia 651132 T06 = 508,961 486,801 <i 
have construed and applied the | tivity. Bridgeport, Conn....... 6,235,216 6,554,236 7,148,530 +146 +9.1 184,912 253,642 9 +37.2 
statutes. Newspapers in the Index cities| Buffalo, N. Y.......... 11,984,266 12,195,872 13,668,106 +14.1 +12.1 wp eat A... 
A report on suggested provisions|show a total of 756,896,383 lines of Ye weg Re wii iki nee. 0e aees.308 ae. 388 Pe ry eye 107 632 Nee: 
for inclusion in any proposed state|retail display against 721,878,655 Ghavtancega Tenn ANTE rere eee a Oo TER itt Tic 
incorporation of consumers’ co-oper-|lines for the compared period of Chicago, Ill. ...... "" 90'034,977 21,960,638 23,270,567 +16.1 +5.9 634,856 788,448 +249 
ative associations, prepared by J. P.|1936, a gain of 35,017,728 lines for| Cincinnati, O. ......... 11,783,689 12,226,383 12,934,031 +9.8 +5.8 365,945 oon.830 +166 
Warbasse, is also available. Mem-|the 39 weeks or an average gain of Cleveland. 0. ae ee 13,351,857 14,574,008 15,876,111 +18.9 +8.9 eg ne pe ay “<a 
bers of the roject have also re- approximately 900,000 lines per olumbus, ; See heehee. —- oes MaALi“cs¢ . «ov}-b@ mas eee eeee ’ ’ be 
pared a pl er “The a: 1 | week Dallas, Tem. .....-...- 13,783,066 14,538,617 15,795,751 +14.6 +8.6 408,341 489,681 +195 
y ; - — ; , — ere 9,992,542 8,822,950 11,448,544 +14.6 429.8 282,450 314,048 = +11. 
Structure of Consumers’ Co-opera-| The 6.3 per cent gain for the|penver, Colo. ......... 7,562,063 7,542,913 7,590,280 +0.4 +0.6 190,650 205,585 +78 
tive Societies.” A printed wall|seven days ended Sept. 25 was the] Des Moines, Ia........ 4,662,283 4,692,401 4,812,475 +3.2 + 2.6 — pepe. are 
chart summarizing the provisions of |largest weekly gain registered since | Detroit, Mich. ........ 15,005,009 15,655,552 16,551,086 + 10.3 +5.7 ‘ art eae = 
the state consumers’ co-operative|the week of July 17. Total lineage Rag 9 yen nameaae 5,131,056 5,241,736 6,824,054 +33.0 +430.2 151,326 200,564 +32.5 
statutes likewise has just been re-|for 80 major cities was 23,315,910 for] pyansville, Ind. ...... 8.732'878 9,464,364 9,296,126 +64 —1.8 236,754 286,426 = +209 
leased. the week against 21,934,166 for the] Fall River, Mass....... 2,324,253 2,561,353 2,597,022 +11.7 +1.4 65,149 63,495 —2.5 
—_—_——_—_ corresponding week of 1936, the gain| Flint, Mich. .......... 6,115,872 6,640,396 6,765,668 +10.6 +1.9 222,838 221,116 —0.8 
Ro GF 
amounting to 1,381,744 lines. Fort Wayne, Ind...... 7,761,103 8,437,589 8,772,806 +13.4 +3.9 232,820 244,972 +5.2 § 
Deuss to Seagram pesto as tin dalla: bea TEN: OR koncsnyes ss. 3,863,178 4,507,402 5,479,472 +418 +4216 139,852 170,952 + 22.2 J 
Edmund Deuss, formerly sales pro- “ & hates Grand Rapids, Mich... 6,454,062 6,799,002 7,702,724 +19.3 +13.3 212,954 132,386 —37.8 
motion manager of the Bismarck|°"°Wi"& percentage of gain or loss| Greenville, 8. C........ 4,459,764 4,369,503 5,014,298 +12.4 +148 120,172 152,138 +26.6 
Hotel, Chicago, has joined Seagram-|f0r each week over the correspond-| Houston, Tex. ......... 9,565,598 10,829,211 12,119,968 +26.7 +11.9 319,984 373,030 =+16.6 
Distillers Corporation, Chicago, in the|ing week of 1936, gains have been mee amet = hvesees yg eet gt igi ery i bay ee oan eae png Mey 
8 romo ‘ registered in 31 of the first 3¢ acksonville, Fla, ..... 9, (0%, 198, . : , ‘ . 
sales promotion department “ oS the Gent 0) WENN eee Ce. A 3... 1,638,276 1,745,555 1,715,537 $4.2 02 —1.1 42,458 43,206 = +1.8 
= oe yee, Kansas City, Kans.... 1,630,846 1,805,097 1,980,880 +21.5 +3? oieres Ra 1 
MARKET RESEARCH Knoxville, Tenn, ...... 6,511,474 7,157,297 7,478,270 +14.8 4.£ . ‘ 5 | 
R January 2 ...........00-. - — 5.8] Tittle Rock, Ark .. 6,894,216 6,986,467 6,987,503 +14 aie 163,744 173,740 +61 
When you have a difficult merchandisin January 9............... . + 85 SBF ae eae serch ORD 9105.6 8 529,634 527,962 —0.3 
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omg Ty EF Ek. pge in |January 16 ................... + 4.0] Lynn, Mass, .......... 7,412,972 7,537,684 7,409,208 —90.1 —1.7 217,714 226,450 +40 
solution before you reach a decision. January 23 .............-0005: + 4.2) Manchester, N. H...... 2,611,737 2,599,891 2,731,460 + 4.6 +5.1 77,074 81,830 +62 
January 30 ............-.. 000, + 5.8) Memphis, Tenn. ....... 8,109,710 8,191,334 8,908,860 +9.9 +8.8 211,330 267,316 + 26.5 
ARTHUR C. WEICK COMPANY | February 6 ............... + 85 |= = = - = : $4727 423.481 +1611 
20 W. Jackson Blvd Chi February 13 4 69 | Milwaukee, Wis. ...... 9,517,652 10,952,293 12,727,396 +33.7  +16.2 364, ; I 
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to individually typewritten ones. April 17 .................. , 9t. 6 POekinndé, Cal. .......:. 5,519,699 5,693,865 5,791,022 +4.9 +1.7 170,536 174,128 +2.1 
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y Brett ee cise stesreys * TL g9| Providence, R. I....... 9,867,334 * 9,861,145 10,372,851 +5.1 +5.2 267,148 313,489 +17. 
—— : + 7 Reading, Pa. ......... 7,115,23 6,863,232 8,011,772 412.6 +16.7 212,800 282,044 +32.5 
al ial ela E 12] Richmond, Va. ........ 8,839,754 9,937,926 9,824,572 +111 —1.2 249,172 263,018 = +5.6 
Tule eee ete ees ee +187 | tRochester, N. Y...... 13,122,134 13,546,375 13,136,209 +0.1 3.0 388,513 343,228 9 411.7 
July 10. | 'q'4y | Rock Island-Moline.... 5,563,968 6,236,238 6,782,988 + 21.9 + 8.8 208,334 223,524 +73 
|, re . +15.9 | Sacramento, Cal. ...... 6,075,225 6,557,471 6,540,933 +7.7 —0.3 176,158 189,616 + 7.6 
July OO a ge be i ogling we ane . + 3.3 ]San Antonio, Tex...... 4,155,656 4,845,978 4,875,615 +17.3 +- 0.6 123,739 115,269 —6.9 
I — @618an Diego, Cal.......+ 9,661,630 10,428,158 10,718,958 +10.9 +2.8 254,688 283,472 +11.3 
i a _ + 2.6|San Francisco, Cal..... 10,591,759 11,710,654 11,968,177 +13.0 + 2.2 334,604 339,774 +1.5 
oY nn . + 1.4]Seattle, Wash......... 7,349,492 7,449,046 7,696,686 +4.7 $3.3 204,764 217,882 +64 
St , Se ee . + 2.4]South Bend, Ind....... 6,082,502 6,467,701 7,013,403 +15.3 +8.4 172,886 202,981 +17.4 
“Serer + 1.8]Spokane, Wash. ...... 4,940,314 5,442,873 5,843,838 +18.3 +7.4 148,281 177,114 +19.4 
Sept. 4 ..... . — 0.9]St. Louis, Mo.......... 12,569,375 13,376,165 14,181,905 +12.8 +6.0 411,010 437,205 +6.4 
et eee earerre — 3.3]St. Paul, Minn........ 8,848,625 9,579,746 9,027,811 +2.0 —5.8 290,322 297,451 +2.5 
tl ee, + 3.6)Syracuse, N. Y........ 8,176,214 8,773,798 8,696,091 +64. —09 387,037 263,655 —31.9 
Sept. 26.0.0... see eee eens + 63) ¢Tacoma, Wash. ..... 3,850,315 4,660,705 4,565,915 +186 —8.0 130,732 134,680 = +3.0 
Detailed statistics for each individ- co ee 4,478,096 4,236,663 4,536,914 +1.3 +7.1 pees Rafi pay 
PM 52 te itencss - eekeeees (i getueben.. / ioeteetees Te pits 313,817 ’ : 
ual city carried in this Index appear] poronto, Ont., Can... 15,494,601 14,804,368 14,383,310 a ee 457,800 400,683 —12.5 
in the tabulations appearing else-|troy, N._Y...........- 3,183,712 2,852,054 3,092,663 —29~«CF BA 35,526 94,318 +103 
where on this page. WTO, TORIR. ccs ccs us 6,843,198 7,446,255 7,235,277 +5.7 —2.8 273,840 226,576 —17.3 
Washington, D. C..... 24,533,971 27,257,315 27,407,501 411.7 +0.6 726,393 746,550 +28 
: Worcester, Mass. ..... 8,556,779 8,754,630 9,038,442 +5.6 +3.2 265,153 282,975 +6.7 
Three Companies Name Youngstown,)O. ....... 6,526,546 6,868,278 6,798,807 +42 —1.0 166,915 210,210 = +425.9 
. 
Frank Wright Agency a ere 660,129,200 721,878,655 756,896,383 +10.7 +4.9 21,934,166 23,315,910 +6.3 


GO! 


No lost motion when you ship mats, 
halftones, cuts, anything, everything, 
by Railway Express. We call for your 
shipments, in all cities and principal 
towns, rush them by Rail Express—or 
by Air Express 2500 miles overnight— 
deliver promptly and accurately, with 
receipts to show. Nation-wide...23,000 
offices. Low rates. Real economy. For 
service, call 


RAILWAY 
EXPRESS 


AGENCY INC. 


NATION-WIDE RAIL-AIR SERVICE 


Northern California Willys Dealers 
have appointed Frank Wright & As- 
sociates, San Francisco, to direct 
advertising. Newspapers, radio and 
posters will be used. Jenkel-David- 
son Optical Company has also named 
the agency to handle a newspaper, 
magazine and radio campaign. 

Frank Wright & Associates will 
produce and place a series of tran- 
scribed programs on a national sched- 
ule for International Correspondence 
Schools, Scranton, Pa. 


Texas Group Elects 
L. C. Kirby President 


L. C. Kirby, circulation manager of 
the Houston Post, has been elected 
president of the Texas Circulation 
Managers Association. 

Other officers named are L. E. Gil 
lett, Beaumont Enterprise, vice-presi- 
dent, and Jack Calvin, Valley Pub- 
lishing Company, Harlingen, sergeant- 
at-arms. H. E. Murphree, Houston 
Chronicle, was re-elected secretary- 
treasurer, 


Joins General Shaver 


Frank S. Montgomery has been 
named advertising manager of Gen- 
eral Shaver Corporation, Bridgeport, 
Conn. He was formerly advertising 
manager of Rryant Electric Company, 


Bridgeport. 


*New York American discontinued June 24, 1937. 


**Brooklyn Times-Union discontinued June 8, 
+Journal and Sunday American discontinued June 8, 


tDaily Ledger discontinued June 


1937. 
1937. 


23, 1937. 


Sands Named Head 
of Dictaphone Sales 


Merrill B. Sands, formerly vice- 
president, has been named president 
and a director of the board of Dicta- 
phone Sales Corporation, New York. 

J. L. McIntosh, who resigned ag 


president, will continue as vice-presi- 


dent in charge of financial affairs, 
and Charles E. Hallenborg, formerly 
general sales manager, has been ap- 
pointed vice-president succeeding Mr. 
Sands. 


Motta Joins Reiss 


Charles Motta, well-known as 
Charles De La Motte, Italian charac- 
ter actor, has joined Reiss Advertis- 
ing, Inc., New York, as executive in 
charge of radio advertising. He will 
also head the newly-formed foreign 
advertising department. 


Buys Weatherbest 


Creo-Dipt Company, Ine., North 
Tonawanda, N. Y., maker of stained 
shingles, has purchased Weatherbest 
Corporation, North Tonawanda, as a 
division of Creo-Dipt, 
erbest plant will be discontinued. 


but the Weath- 


“Man Alive” Out Soon 


Man Alive, illustrated monthly, 
will be published by Humaneering 
Publications, New York, early in No- 
vember. Charles Sigurd Nordlie is 
publisher, and Blanchard Breble, ad- 
vertising manager. 


To American Express 


Alfred Frantz has been appointed 
to direct publicity and educational 
services of American Express Com- 
pany, New York. He was for the 
past three years secretary of the In- 
stitute of Foreign Travel, New York. 


TORONTO 
MONTREAL 
WINNIPEG 

LONDON, Eng 


GIBBONS KNOWS CANADA 


i J. J. GIBBONS LIMITED - ADVERTISING AGENTS 


Cc 


PORCELAIN ENAMEL INSTITUTE 
612 No. Michigan Ave., Chicago 


Send me a copy of your free book on Por 
Signs. 
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YARDSTICK ON 
PREMIUM FIELD 
URGED BY HOVDE 


Suggests Measurement Like 
ABC’s as Advertiser Aid 


New York, Sept. 30.—Suggesting 
need of a yardstick for measuring 
premium offers similar to that used 
by the Audit Bureau of Circulations 
for measuring the buying worth of 
circulation, Dr. Howard T. Hovde, 


assistant professor of marketing, 
Wharton School of Finance and 
Commerce, Philadelphia, declared 


here today that advertisers must de- 
termine their premium advertising 
in terms of individual “distribution” 
problems in order to get the most for 
their premium money. 

Speaking before the Third Annual 
Premium Buyers’ Exposition, held 
this week at the Hotel Astor, Dr. 
Hovde pointed out that while the 
use of premiums may close the time 
gap intervening between the con- 
templated action of a consumer and 
his actual purchase of a product, 
there was danger in using premiums 
in such a way that they become sales 
narcotics which must be taken “in 
increasing doses until your business 
is so weakened you cannot exist 
without them.” 

He suggested that one of the best 


In Atlanta 
THEY LISTEN TO 


~WATL 


WRVE, 


WITH CORRECT 
DISTORTION— 


without retouching 
(Patent Applied For) 


Y a new Rapid process 

straight type or lettering 
is curved to any arc with cor- 
rect heavier base, correct let- 
ter spacing, without cutting 
apart or retouching. Glossy 
‘stat comes ready to repro- 
duce. Saves hours of tire- 


some labor, speeds things. 


This is one of a dozen new 
Rapid tricks. Rapid also offers 
bas-relief ‘stat effects that 
save labor, and give new zip 
to anything that's ‘stat-ed. 
Why buy ordinary 'stats when 
Rapid's cost no more? 


RAPID 


COPY SERVICE CO. 


& BRANCHES: NEW YORK, 415 Lexing- 

ton, 444 Madison, VAnderbilt 3-3680 

CLEVELAND, Ninth — Chester Bidg., 

MAin 9335 @ CHICAGO, 110 So. Dear- 

born, 228 No. La Salle, 360 No. Michigan 
Ave., STAte $977. 


CHURCH MESSAGE 


What 
Does He 
Get Out 


Of It 
? 


Few who hava the habit ma 
able to axplain the joy 


Advertised products come in for a “satis- 
faction" comparison in this newspaper 
copy, sponsored jointly by a group of 
Atlantic City companies, carrying a 
go-to-church message. — 


justifications for premium offers lay 
in their making possible the realiza- 
tion of advantages—to consumer, 
premium manufacturer, premium 
giver, or to all three—of large scale 
production. Premiums are bought, 
he said, with other merchandise, 
sometimes never wanted, because 
consumers want the premiums and 
do not know how to get them other- 
wise. This condition is caused, in 
his opinion, by the frequent inability 
of manufacturers of premiums to 
market them alone in normal chan- 
nels or convenient outlets. 


Harmonize With Campaign 


Dr. Hovde maintained that due at- 
tention must be given to procuring 
a proper relationship between the of- 
fer and the general marketing or 
merchandising campaign under con- 
sideration. In this connection, the 
premium plan, he said, must be 
centered around an important idea in 
the campaign, it must be believable 
and presented credibly, and it must 
coincide with the ultimate purpose 
to be accomplished. 

Jules Dundes, sales promotion de- 
partment, Columbia Broadcasting 
System, New York, enumerated ef- 
fective uses of radio premium of- 
fers. He explained that by advertis- 
ing identical premium offers over 
the radio and through other media, 
it was possible to determine in speci- 
fic instances their comparative pull- 
ing power. For measuring the type 
and localities of audiences, he said 
that premium offers had proved valu- 
able and had enabled advertisers to 
adjust their programs to obtain the 
response desired. 

In noting the prevalence of radio 
giveaways, Mr. Dundes said _ that 
their use seemed constant and 
showed no indications of either an 
increasing or decreasing popularity. 
As to the merits of various types of 
offers, Mr. Dundes said that pre- 
miums of appreciable value and pre- 
miums of almost no value had been 
found to pull equally well and that 
the requirement of a money consid- 
eration seemed to be no deterrent to 
volume response. 


Stage Child Symposium 


One of the highlights of the meet- 
ings was a symposium through 
which advertisers were given the 
opportunity to hear at first hand the 
reactions of children to a variety 
of premium offers. 

Other speakers included Simon 
Friedman, advertising manager, Pop- 
sicle Service, Inc., New York, who 
related his experiences in dealing 
with children, especially those from 
six to 12 years of age; Charles R. 
Tighe, publisher, Radio Art, and Dr. 
Pauline Beery Mack, director of 
home economics research and pro- 
fessor of textile chemistry, Pennsyl- 
vania State College, who spoke on 
“Standards for the Ultimate Con- 
sumer.” 

The exposition proper comprised 
exhibits of more than 100 companies. 


Two for Cummings 


The Kol-Master Corporation, Ore- 
gon, Ill., manufacturer of Kol-Master 
stokers, and Simplex, Inc., formerly 
F. Rassman Mfg. Company, Beaver 
Dam, Wis., manufacturer of barn 
equipment, have placed their adver- 
tising accounts with Earl M. Cum- 
mings Advertising, Rockford, III. 


PATMAN WOULD 
CONFINE CHAINS 
TO HOME STATE 


(Continued from Page 1) 


His proposed law to make inter- 
state chain store business illegal 
will be offered as an amendment to 
the Clayton Act of 1914. Inserted 
between sections three and four, the 
amendment will make it unlawful 
for any corporation to own retail 
outlets in any other state except the 
state in which it is incorporated. 

It will also block evasion by pro- 
viding that “such corporation shall 
not in any way or manner, directly 
or indirectly, be interested in retail 


distribution in any other state 
or have any direct or indirect 
interest in or control of retail 


distribution outlets in any other 
state, or control stock or other 
capital, evidence of debt, or physical 
properties or equipment, or other as- 
set, through control, lease or agency 
agreements, through interlocking di 


rectorate or offices, or through any 
other means or circumstance.” 

Senator Tydings, who discussed 
the bill which he sponsored in Con- 
gress, warned the druggists that op- 
erations of the fair trade bill will be 
scrutinized both by friends and 
enemies and that the trade must be 
vigilant to prevent abuses which 
would lead to charges that competi- 
tors are combining to fix prices. 

The drug association was invited 
to co-operate with the Proprietary 
Association in its campaign to bring 
advertising of packaged medicines 
up to the highest possible level of 
accuracy in an address by Earle A. 
Meyer, executive secretary, advisory 
committee on advertising. 

“Enlightened self-interest of the 
advertiser recognizes the necessity 
of protecting the public against mis- 
leading claims,” said Mr. Meyer. “It 
was this self-interest which inspired 
advertisers of proprietary drug prod- 
ucts in the Proprietary Association 
to adopt a plan of advertising for 
members and non-members who were 
willing to co-operate. Now we in- 
vite retail druggists to co-operate 
with the Proprietary Association in 
its efforts to cleanse advertising of 
abuse and keep it a medium through 
which manufacturer, retailer and 
the consumer can be served.” 


Trailer Coach to Move 


Trailer Coach Manufacturers Asso- 
ciation is planning to move its execu- 
tive offices from Chicago to Detroit. 
Frank H. Joyce, president of Alma 
Trailer Company, Detroit, is president 
of the association. 


Bireley to JWT 


J. Walter Thompson Company, Los 
Angeles, has been appointed to han- 
dle advertising for Bireley’s, Inc., 
Hollywood, dairy orange concentrate. 
Magazines and newspapers will be 
used. 


Witke on Own 


E. A. Witke has resigned as ad- 
vertising manager of Fox Head 
Waukesha Corporation, Milwaukee, 
to open an advertising service. for 
breweries which have no advertising 
department. 


Renews Poster Display 

National Distillers Products Corpo- 
ration, New York, has renewed its 
poster display in the Grand Central 
Terminal, through McArthur Indoor 
Advertising Corporation, New York. 


“Patriot” Celebrates 


The 100th anniversary of the Citi- 
zen-Patriot, Jackson, Mich., was cele- 
brated Sept. 19, with a 128-page edi- 
tion. 


INDIANA'S Only STATE FARM PAPER 
PUBLISHED CONTINUOUSLY SINCE 1845 
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bldiug the Kew 


TO RURAL INDIANA SALES! 


sr 


& HITCH YOUR MERCHANDISING © 
> PROGRAM to this COMPLETELY 


© Laruessed Kich 


», Today —a@has béen the case for nearly a century 
i A the Indiana F armer’s Guide is the most econom- 
‘ icalmeanis of reaching the rural population of Indi- 
\ana, A powerful medium for tapping the rural 
pocketbooks of rosperous state ! 7 


Owned, edited and ‘published exclusively for the 
: Indiatig teritoly, The Indigna Farmer's Guide has 

» the attention ...%,the inter 
\Indiana farm families so well essed that de- 


.... the loyalty of 


\ ession See outside interests or chang- 


\ ing times have n rer Weakened its hold on the reins. 


The Guide is an Tantitution \in Indiana rural life. . 


\ The adyertiser who uses the Indiana Farmer's Guide > 
. makes a “sales-hitch” to 150,000 increasingly pros- | 


\perous, aggressive farm families . . . . people who. ’>. | 


have money to spend and are now spending it. / 
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ADVERTISING AGE 


NIAA Awards 
To Industrials 
For Campaigns 


Chicago, Sept. 28.—Winners of the 
awards for outstanding industrial 
campaigns, presented to National In- 
dustrial Advertisers Association 
members at the organization’s an- 
nual convention here last week in 
the six classifications set up for 
judging were: 

Major installations: Fairbanks 
Morse & Co. Honorable mentions to 
Austin-Western Road Machinery 
Company and Chicago Bridge & Iron 
Company. 

Accessory installations: Warner & 
Swasey Company. Honorable men- 
tions to Allis-Chalmers Mfg. Com 
pany and Heald Machine Company. 

Operating equipment: James R. 
Kearney Corporation. Honorable 


GINS 


There are gins and 
gins—but it’s the cot- 
ton gin that’s making 
things lively in the 
Macon trade _ terri- 
tory right now. Join 
the party—the quick- 
est way is by adver- 
tising in 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 


mentions to Manhattan Rubber Mfg. 
Company and Line Material Com- 
pany. 

Fabricating parts: Edward Valve 
Mfg. Company. Honorable mentions 
to Jenkins Bros. and Mercoid Corpo- 
ration. 


Metals: American Rolling Mill 
Company. Honorable mentions to 
Lamson & Sessions Company and 


John A. Roebling’s Sons Company. 

Materials: Bakelite Corporation. 
Honorable mentions to B. F. Good- 
rich Company and Hercules Powder 
Company. 


Barton Heads New Unit 


Roger Barton has been appointed 
to head Executives Writing Service, 
new unit of Daniel Starch & Staff, 
New York. He will be assisted by 
W. Royce Powell. 


Handicraft to Houck 
The Handicraft Shop, Bristol, Va., 
furniture and home furnishings, has 
appointed Houck & Co., Roanoke, Va.. 
to direct its advertising. Class maga- 
zines will be used. 


Campaign for Contoure 

A. Breslauer Company, New York 
is releasing the first newspaper cam- 
paign for Contoure Beauty Aids 
through Lawrence C. Gumbinner Ad- 
vertising Agency, New York. 


Kutnewsky Opens Agency 

Fremont Kutnewsky, formerly with 
Ward Hicks Advertising, Albuquer- 
que, N. M., has opened an advertis- 
ing agency in the McNabb bldg., 4th 
and Central, Albuquerque. 


Picard Gets Account 


Hepburn & Ross, Glasgow, Scot- 
land, has appointed Picard Adver- 


tising, Inc., New York, to handle a 
newspaper advertising campaign for 
Red Hackle whisky. 


Pearce New Secretary 

Reginald A. Pearce, formerly with 
Kenyon & Eckhardt, Inc., New York, 
and L. Bamberger & Co., Newark, has 
been appointed secretary of Signer & 
Byrne, Inc., New York, producer and 
distributor of advertising films. He 


will have charge of promotional ac- 
tivities. 


What Happened to Punkin or HOW 


UNCLE HENRY SAVED THE DAY_ 


NO, BUT DONT WORRY 
YOUR SWEET LITTLE HEAD 
-11's tHE COVERAGE PRORLEM 
IN THE MIDDLE WEST 


WHAT'S WRONG, PUNKIN? Y 
--DID ALMAGATED 
OROP TO DAY? 


\ 


AND PUNKY. DEAR THAT POESN'T EVEN 


“INCLUDE THE SMALL ag XCA 


dit’ HEART 


1OWA NETS 


BOY! | 


BLESS YOUR) 


Furey | 


YEA MAM, WELL GET 
THE MOST EFFECTIVE 
CONSISTENT, AOVER: | ae 
Pl TISING GoVCRAGE \ 
% IN THAT MONEYED 
MARKET AT LowEST 

COST PER THOUSAND 

B FAMILIES WITH THE 


UM-HMM BIG MONEY 


UNCLE HENRY SAYS THIS HARVEST 


YEAR IOWA'S HAVING 
THEIR GreaTest B/G 
MONEY HARVEST since 
928. A CORN 


WITH A MARKET 
LIKE THAT BARBY AND 


THE LOWA 
NETWOR Ky: 


ARE GOIN’ TO TOWN! 
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G'BYe BABY - GoTTA Get E. KATZ 
AGENCY ON THE PHONE FOR RATES 
AND TIME AVAILABILITIES ! 
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SUPER MARKETS 
PLEDGE HEARTY 


BRAND SUPPORT 


(Continued from Page 1) 


as outstanding exponents of branded 
merchandise.” The very nature of 
their operations, he pointed out, 
makes their sponsorship of national 
brands essential, for “the rapid turn- 
over and self-service factors of the 
super market permit them neither 
the time nor inclination to develop 
private brands of their own.” 


Would Set Up Code 


Mr. Zimmerman laid down as one 
of the prime aims of the Super Mar- 
ket Institute a broader understanding 
of and closer co-operation with lead- 
ers in other fields of distribution, to 
“eliminate acute antagonisms.” The 
history of distribution has estab- 
lished the fact, he asserted, that there 
is ample room for service stores, 
chain stores and super markets, each 
in their own sphere. He also men. 
tioned as objectives of the institute 
the establishment of a code of ethics 
and development of public good will. 

Sound merchandising, constant fea- 
turing and correct pricing of nation- 
ally advertised merchandise will de- 
termine whether super markets will 
establish themselves permanently as 
the most economical distributors of 
foods or “just another lot of grocery 
stores,” Mr. Albers declared. Attack- 
ing the use of loss leaders, he em- 
phasized the necessity of keeping 
super markets “in the right light be- 
fore the people from whom we buy 
and the people to whom we sell.” 

Loss leader legislation is definitely 
on the way, Mr. Albers predicted. He 
warned his audience that the manu- 
facturer enjoys the privilege of 
choosing his customers and he inti- 
mated that both regular and “boot- 
leg”’ sources of supply can be cut off 
when the manufacturer chooses. The 
advertiser who offers merchandise 
below cost with no intention of sell- 
ing it, but instead “switching” 
customer, was termed the industry’s 
“most dangerous enemy.” 


Co-operation Is Essential 


Nationally advertised brands, he 
pointed out, made possible the ulti- 
mate chain store volume, and today 
super market operators appreciate 
“that co-operation with national food 
manufacturers is the most effective 
way of making friends and holding 
customers and building volume which 
will make super markets sound, per- 
manent institutions as well as their 
strongest weapon against private 
brands. 

“There never was a time when ad- 
vertised brands needed more support 
in display, advertising and distribu- 
tion at the right price to the con- 
sumer than they do now,” Mr. Albers 
said. “Super markets can give more 
and better support than any other 
type of distributor. 

“National advertisers know only 
too well that the many millions of 
dollars they paid in the past five 
years to chain companies went into 
the ‘black book’ and that they did 
not receive value for the prices paid. 
Super markets must and will give 
every co-operation and full value for 
allowances received, thereby  build- 
ing a mutual confidence that will 
mean steadily greater business he- 
tween national advertisers and super 
markets. 

“Nationally advertised brands es- 
tablish confidence; confidence with 
the consumer because she always 
finds the same fine quality no matter 
where she buys the brands; confi- 
dence in the super market because 
she sees it stocks the best merchan- 
dise, and because it makes it conveni- 
ent for her to obtain her favorite 
brands without the pressure of pri. 
vate brand substitutions.” 

Paul S. Willis, president, Associ- 
ated Grocery Manufacturers — of 
America, Inc., paid tribute to super 
market operators because they have 
“correctly studied the consumer’s 
wants,” as evidenced by the promi- 
nence given to branded merchandise. 


the 


“Help Wanted,” “Positions 
“Representatives Available,” 30 
cash with order. 

All other classifications (single in 
$4.75 per inch. Write 
insertions. 


Wan 


cents a 


for descriptive 


The rates for this department are as follows: 


ted,” “‘Representatives 


line, minimum 


Wanted,” 


and 
charge $1. 


Terms 


sertion rates): % 


in., $2.75; 1 to 3 in., 
folder 


describing discounts for term 


REPRESENTATIVES AVAILABLE 


POSITIONS WANTED 


Eastern representative business con- 
sumer paper available for representa- 
tion one or two additional papers. 
Considerable background trade paper 


eld. 
Box 1224, ADVERTISING AGE, N. Y. 


POSITIONS WANTED 


Space salesman open for change Chi- 
cago territory. 19 years background 
these fields: Automotive, electrical. 
machinery, heating- building, etc. 
Agency and direct plant following. 
Very best of references. 

Box 1238, ADVERTISING AGE, Chgo 


ASSISTANT TO ACCOUNT EXECU. 
TIVE. Practical research and copy 
testing under an outstanding agency 
man; also sales and teaching experi- 
ence. Thirty-one. Single. College grad- 
uate. 

Box 1245, ADVERTISING AGE, Chgo. 


Cartoons and Figure Illustration 
SKYLER VANTZ 
1 West Superior St., Chicago 


A-1 Advertising man, copywriter, in 
New York, available now. 
Box 1246, ADVERTISING AGE, N. Y. 


ADVERTISING MANAGER seeks con- 
nection with manufacturer. Capable 
executive with unusual ability. Twenty 
years’ experience. Excellent refer- 
ences. Gifted creative and copy man. 
Proficient in all branches of advertis- 
ing and sales promotion. Exception- 
ally qualified. 

30x 1244, ADVERTISING AGE, Chgo. 


Advertising salesman: Excellent pub- 
lication record with many years gen- 
eral agency experience, seeks connec- 
tion in Chicago and Central territory 
on good publication or list. Good 
references. Address. 


Box 1248, ADVERTISING AGE, Chgo. 


Editor-writer, age 27, with publish- 
ing and personnel experience. B. S. 


plus 2 yrs. grad. work in psychology. 
Box 1247, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 
COSTS LITTLE! DOES WONDERS! 
Newest process eliminates expensive 
typesetting and costly cuts! Perfect 
method for reproducing all sorts of 
illustrated sales letters, broadsides, 
house organs, booklets, bulletins, etc. 
ANY SIZE CAN BE FURNISHED 
300 COPIES (8%x11") $2.50 
Additional hundred copies only 25c 
Even lower prices on quantity orders. 
Send for samples. 
Laurel Process, 480 Canal St., 


PHOTO POST CARDS 
SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


N. Y. 


He attributed the steady growth of 
the super market to the satisfaction 
recorded by consumers as the result 
of being able to select products they 
really want in a leisurely fashion 
without attempts to press substitutes. 

Technical details of super market 
operation were covered by 14 other 
speakers who participated in the two- 
day symposium. Subject matter in- 
cluded the merchandising of drugs; 
importance of statistics; building cus- 
tomer satisfaction; labor problems; 
cooking schools; employe training; 
special promotions; and several as- 
pects of recent legislation. 


~- 


Launches Campaign for 
Corrugated Beer Case 


Inland Container- Corporation, In- 
dianapolis, is launching a campaign 
for its new corrugated beer case, fea- 
turing faster assembly, less bottle 
breakage and lower freight costs. 

Business papers and direct mail 
are being used. Pettinger-LaGrange, 
Inc., Indianapolis, is the agency in 
charge. 


Rush Heads CBS Bureau 


W. Arthur Rush has been appointed 
head of the newly formed Columbia 
Management of California, Inec., a 
Columbia Broadcasting System sub- 
sidiary, which will co-ordinate West 


Coast talent activities. Larry White 
will be Mr. Rush’s assistant. The new 
Hollywood company will handle tal- 
ent for radio, movies, and stage. 


STOCK PHOTOS 


Thousands of ready-to-use illustra- 
tions, on all subjects, are available 
for your inspection. Write, wire or 
phone 


KAUFMANN & FABRY CO. 


425 S. Wabash Avenue * Chicago 


Telephone Harrison 3135 
106 West 43rd St., NEW YORK, Phone Bryant 9-6682 
RMR LE ELIE SB EAORE IS RMR ELE EN 


CHICAGO CIRCULAR 
417 SO. GREEN ST. 


WE HAVE CREATED 
A DEMAND 


Distributors of samples and circulars 
to a million homes in the Chicago area 


Our uniformed carriers deliver 
the messages that sell the 
products. 


For Medicines, Foods and Cos- 
metics—have shown that good 
distribution of samples and cir- 
culars is invaluable. 


ADV. SERVICE, INC. 
CHICAGO 
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EDWARD FILENE, 
00-0PERATIVES 


SPONSOR, DEAD 


Boston Merchant Succumbs in 


Paris At 77 


Fdward 


Sept. 28. 


Boston, 


lene, Boston merchant and philan- 
thropist who climaxed half a century 
of pioneering in mass distribution 


activities with donation of $1,000,000 
to found the Consumers Distribution 
Corporation as a spearhead of con- 
sumer co-operative development in 
this country, died Sunday at the 
American Hospital in Paris after a 
brief illness. He was 77 years old. 

Often referred to as “the apostle 
of mass production and distribution,” 
his primary efforts through a long 
career as president of William A. 
Filene Sons Company, were devoted 
toward devising new means of 
achieving greater production and 
smaller cost of distribution. 


Hits “High Pressure” Copy 


His philosophy for today was per- 
haps best expressed in his latest 
book, “Next Step Forward in Retail- 
ing,’ one of a series which placed 
him in high rank as an economist, in 
which he declared that one of the 
fundamental weaknesses in present- 
day distribution is that high profits 
are looked for by buying cheap and 
selling dear, instead of in serving 
the customer better. 

There is also, he asserted, a defi- 
nite lack of scientific method in de- 
termining customer wants with a 


_ Advertising 


MIDWEST 

FARM PAPERS 
Verified by Post Office Count 
Reaches More 
Midwest Farms 
Than All — 
5 Nationals 

Combined 


Wallaces' Farmer & lowa Homestead 

The Farmer, St. Paul 
Prairie Farmer Nebraska Farmer 
Wisconsin Agriculturist & Farmer 


A. Fi- 


TAKEN BY DEATH 


Edward A. Filene, Boston merchant and 
leader in the co-operative movement in 
this country, who died in Paris. 


resultant dearth in facts to back up 
merchandising programs. 

Mr. Filene also attacked high pres- 
sure selling and placed the blame 
for this on advertising featuring 
exaggerated illustrations and copy 
about bargain sales with compara- 
tive prices. 

“High pressure selling will destroy 
more good will and cause greater 
increase in expense than any sup- 
posed gains through additional sales 
can possibly offset,’’ he declared. 

The company which Mr. Filene 
headed, although he had little part 
in recent years in the active man- 
agement, preferring to devote him- 
self to public enterprises, also evi- 
denced this philosophy in pioneering 
many merchandising innovations and 
in stressing factual labeling devel- 
opments. 


Co-operation Keyed Activities 


It was Mr. Filene’s belief that full 
description of merchandise, pointing 
out its good and bad qualities, would 
lead not only to more careful buying, 
but higher standards of production 
through co-operation of manufac- 
turers. 

Co-operation was the keynote of 
his career. Beginning with the 
Filene Co-operative Association 
which he established before the turn 
of the century, a move then re- 
garded as highly revolutionary, he 
gave to the workers a power in 
many ways equal to those of the 
management. 

Mr. Filene was keenly interested 
in advertising and a longtime mem- 
ber of the Advertising Club of Bos- 
ton. 


BERTRAM MEEK, HEARST 
LEADER, DIES ON COAST 


San Francisco, Sept. 28.—Bertram 
Bookham Meek, 53, who crowned his 
brilliant engineering career with 
equally valuable achievements in the 
realm of finance as vice-president of 
Hearst Corporation, died at his home 


“Just Between 


us Clients.. 


Maybe we’re fussy, 
but those new ATLASTATS 
do make a world of 
difference!” 


Sign of A-I agency service—that's the ATLASTAT. This new 
and better kind of photostat stands out in comprehensive layouts 


like real photographs. Called 


for comparati 


the Client's and Art Director's 


SUAS oto dream, for ATLASTATS reproduce 100% more 

GER) se than even the best of regular photostats 

OuICK ond record ALL tone values! Phone or write 
3470 


ve samples. 


ONLY ATLAS MAKES ATLASTATS 


ATLAS PHOTO COPY CO., General Offices, 225 No. Michigan Ave. 


4 Chicago Locations e 


All Phones FRAnkiin 3470 


at Atherton, Cal., today, after an ill- 
ness of ten months. 

Mr. Meek was instrumental in 
making the state highway system in- 
dependent of politics and he made it 
one of the finest in the world. He 
pioneered the San Francisco-Oakland 
bay bridge and lived to see comple- 
tion of this project, which command- 
ed the attention of engineers through- 
out the world. Mr. Meek developed 
the toll bridge authority plan. 

John Francis Neylan, in charge of 
Hearst legal and financial affairs, 
with headquarters here, induced Mr. 
Meek to become executive vice-presi- 
dent of Hearst Corporation in Sep- 
tember, 1932. His salary was gener- 
ally believed to be $60,000 a year. 

Mr. Meek’s’ engineering genius 
stood him in good stead in charting 
the financial requirement of the half- 
hundred units of the $220,000,000 
Hearst Corporation. In an elaborate 
analysis of Mr. Hearst’s affairs pub- 
‘ished in its October, 1935, issue, For- 
tune said of Mr. Meek: 

“After sitting up nights Mr. Meek 
worked out a system of forecasting 
cash requirements for any unit of the 
organization to the day. He is never 
off more than $100,000 a month for 
all units together.” 


WILLIAM BOYD DEAD; 


LONG WITH CURTIS 
Philadelphia, Sept. 28.—William 
Boyd, who as former advertising di- 
rector of Curtis Publishing Company 
exercised a profound influence on 
the development of magazine adver- 
tising, died here today at the age of 
73. Mr. Boyd retired in 1928, devot- 
ing most of his time to travel. 

Mr. Boyd joined the Chicago office 
of Curtis Publishing Company in 
1901 and six years later became Chi- 
cago manager. He was so success- 
ful in that role that in 1915 he was 
promoted to greater responsibilities 
as advertising director. In 1920, he 
was accorded further recognition, 
receiving the title of vice-president. 

Mr. Boyd was intensely interested 
in religious work, particularly as ex- 
emplified by the Y. M. C. A., which 
pays equal attention to body, mind 
and soul. He organized the first 
Y. M. C. A. in Evanston, Ill., as a 
young man, and after his retirement, 
presented a modern gymnasium to 
Yenching University in Peiping dur- 
ing a visit to China. He was promi- 
nent in the councils of the Methodist 
Episcopal Church and in 1928 made 
a world tour as a member of the 
Commission for World Survey of 
Foreign Missions. 

His wife, who accompanied him 
on his travels, died in August. Four 
children survive. One is William R. 
Boyd of Chicago, Western manager 
for Curtis Publishing Company. A 
daughter is Mrs. Charles C. Parlin, 
wife of the Curtis research director. 


SHOOP, COPY WIZARD, 


SUCCUMBS TO ILLNESS 
Chicago, Sept. 27.—Edwin P. Shoop, 
38, ranked by Blackett-Sample-Hum- 
mert, Inc., as one of the 20 most 
gifted copywriters of the country, 
died last Thursday at the home of 
his uncle in Washington Court 
House, O. Mr. Shoop was ill for sev- 
eral years and an operation brought 
only temporary relief. 

Despite his youth, Mr. Shoop had 
served some of the country’s leading 
agencies and advertisers. With J. 
Walter Thompson Company, he put 
his talented pen to work in behalf 
of such accounts as Aunt Jemima 
pancake flour, Maxwell House coffee, 
Gruen watches and Libby, McNeill & 
Libby’s food products. With Lord 
& Thomas, he created campaigns for 
Palmolive soap, Colgate’s dental 
cream, Kotex-Kleenex, Pepsodent, and 
Quaker Oats. 

He created effective copy for many 
of the clients of Ruthrauff & Ryan, 
and after joining Blackett-Sample- 
Hummert four years ago continued 
his successful record for many of 
that agency’s large clients, specializ- 
ing, however, for Oxydol, the Procter 
& Gamble laundry soap. 

Mr. Shoop was equally versatile in 
writing copy for publications or ra- 
dio, and with Blackett-Sample-Hum- 
mert created virtually all of the Oxy- 
dol advertising for several years. One 
of his most successful advertisements 
for that product was a strip, “Murder 
on Monday,” which depicted the trou- 


HEARST LEADER 


DIES 


Bertram B. Meek, financial executive of 


the Hearst organization, who 


Sept. 28. 


died 


bles of a housewife with “ordinary 
bar soap,” and how discovery of Oxy- 
dol banished her troubles and brought 


romance back inte her life. 


The block of type carried by the 
advertisement stressed both the ef- 


fectiveness and economy of Oxydol, 
and ingeniously worked in a glow- 
ing testimonial from a typical house- 
wife, regarded by Mr. Shoop as more 
ingratiating than any amount of 
praise from a society girl without 
housekeeping responsibilities. 

He was a son of the late John D. 
Shoop, superintendent of Chicago 
schools. 


A. P. HOWARD DEAD 


New Orleans, Sept. 29.—Alvin P. 
Howard, 48, vice-president of the 
New Orleans Times-Picayune since 
1915, died tonight at Plainview, Tex., 
while en route to his ranch. He 
served the Times-Picayune consecu- 
tively for 22 years with the exception 
of a war interlude. 


Sims to Agency 
John Clark Sims has joined Ben- 
jamin Eshleman Company, Philadel- 
phia. 


RADIO EVENTS, INC. 


AN INDEPENDENT PRODUCING GROUP 
VING ADVERTISING AGENCIES 
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ing a winter’s season more than ~ 


ee 


850,000 people visit in Arizona. 


them make Phoenix their 


Fe peace ia 
Patton, pen ; i 


Most of 
iia each Sae 


RE gy Myo 


points out, they can't be called 


They’re really imbued with the 
western spirit of liberal living. 


‘ it ae 


f *&* The Phoenix Republic and Gazette offers advertisers a 106% coverage of gg a : Ae ae 
the hub of Arizona’s winter playground. They ae ’ a tailor-made 


** Maintaining its progressive spirit, KTAR daily presents five quarter-hour those who want to sell BIG! 
news broadcasts from full-time United Press service. 


MOST ADVERTISERS KEEP PHOENIX ON THEIR MAJOR MARKET LISTS 
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——_7 CUP GETS COVER 


PHOTOGRAPHIC REVIEW 
JOF THE WEEK quam 


TELL OLDSMOBILE ADVERTISING PLANS 


| 


How to avoid splashing coffee into the 
saucer is answered by Colonnade Cafe- 
terias, Cleveland, with this new Durez 
cover for coffee cups, molded by 
Northern Industrial Chemical Company. 


DISPLAYS CONTENT 


V. C. Havens (with cigaret), Oldsmobile advertising manager, and C. L. 
McCuen, president and general manager, (facing camera), discuss 1938 adver- 
tising plans at the Oldsmobile preview in Lansing, Mich. 


SCHLITZ LABEL COVERS 4,700 FEET 


Hills Brothers Company's package for a 


Varied attractions for winter vacationists are featured in the new All-Year Club new Dromedary product, mixed fruit and 
of Southern California campaign as evidenced in this part of copy appearing peels, carries a full color cutout showing 
in the Oct. 4 issue of Life. contents of the can. 


LEAD NATIONAL INDUSTRIAL ADVERTISERS FOR NEW YEAR 


Leadership of the National Industrial Advertisers Association reposes in the hands of these new officers, elected at the 
annual convention; Stanley A. Knisely (left), Republic Steel Corporation, Cleveland, and Theodore Marvin, Hercules 
Powder Company, Wilmington, Del., vice-presidents; Frank O. Wyse, Bucyrus-Erie Company, South Milwaukee, president; 


7 Th , j . : William E. McFee, American Rolling Mill Company, Middletown, O., past president; Charles McDonough, Combustion 
» The Jos. Schlitz Brewing Company has labeled its new battery of grain elevators Engineering Company, New York, and Richard P. Dodds, Truscon Steel Company, Youngstown, vice-presidents, and 
; in Milwaukee with this giant label, the painted area covering 4,700 square feet. W. D. Murphy, Sloan Valve Company, Chicago, secretary-treasurer. 


TRANSPARENT MURALS MARK HAZEL-ATLAS GLASS DISPLAY "HERE'S HOW ON THE NEW BUICK" 


a gai SA 


Thomas H. Corpe (left}, Buick advertising and salas pr mation ‘dir or) gives 
some information on Buick's advertising campaign for 1938 models. His 
attentive listeners are Samuel D. Fuson, vice-president, Arthur Kudner, Inc.; 
Joe Spadea, Detroit radio station representative, and Fred Healy, of Curtis 


Givi . 
fall ® cross section of the Hazel-Atlas Glass Company premium line, this effective display concentrates on transparent, Publishing Company, whose back is to the camera. The feast followed a 
or murals, with actual samples only in the center section. The murals are by Underwood & Underwood, New York. preview of the new models. 
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